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Rough Proofs 


According to Rough Proofs’ own 
radio researcher, ‘Open the door, 
Richard,” got more laughs the 
twenty-fifth time it was used on a 
network program than the first, 
fifth or fifteenth. 


i 


“Some of your copywriters,” re- 
marked the Old Professor, “don’t 
seem to know that ‘it’s’ is the ab- 
breviation of ‘it is,’ and not the 
possessive of ‘it.’” 


wT ee 


“Educated women,” asserts To- 
day’s Woman, “know more, want 
more, buy more.” 

They are, in short, 
spenders. 


educated 


=~ | ? 


‘Dealers’ sons go to school at 
Chevrolet,” reports the world’s 
greatest advertising journal. 

Would it be unkind to suggest 
that some of their old men ac- 
company them? 


= v 


After all the headaches suffered 
by the promoters of a new radio 


station at Silver Springs, Md., as | 


publicized by the SEP, the boys 
still wanted to call it WGAY. 


. ee 


Owens-Illinois Glass Co. is do- 
ing its best to round up the 35,- 
000,000 bottles which consumers 
have failed to return, and maybe 
it would like to supply thrifty 


replace the milk bottles they’re more years, until some time after |list for the first time with a rise ney, 


now using. 
~~ 2 F 


Half of Pic’s readers, the pro- 
motion says, are married or plan- 
ning marriage — “they’re young 
fellows who will try anything!” 

Well? 

7, ¥ F 


aw 


i Peclerred. 4 mellow moneetts 


Smooth and 
- Mellow 
Jastame 


NATIONAL COPY—This ad in the 
Jan. 31 issue of Collier's (AA, Jan. 27) 
launched the first national campaign 
for Hamm's beer, product of Theo. 
Hamm Brewing Co., St. Paul, previously 
distributed in 27 states. Campbell- 
Mithun, Minneapolis, is the agency. 


Video Giants Pit 


Systems in Battle 
for FCC Verdict 


G I Unveils First 
Tole-Fop Color Set 
at New York Hearing 


(Copyright, 1947, by een oda 
whole or in part expressly prohi 


was in Canadian and foreign 


Publications, Inc. Reproduction in 
bited without written permission. ]} 


By LAWRENCE M. HUGHES 


NEw YorK—Thirty-one advertising agencies, with $10,- 
000,000 or more each, had combined billings to clients of 
about $764,000,000 in 1946, ADVERTISING AGE estimates in 
its third annual survey, made in cooperation with leading 
executives of these firms. Probably $40,000,000 of this total 


business. 


With both domestic and foreign business continuing to 
expand, J. Walter Thompson Company passed the $82,000,-|in advertising, not including 
000-mark, and may reach $100,000,000 by its 80th birthday 
in 1949. Young & Rubicam held second place, with an esti- 
mated total of $59,000,000, followed by N. W. Ayer & Son 


and Batten, Barton, Durstine & Osborn, both of which 


/moved above $50,000,000. 
| These four, in fact, billed nearly 
| $250,000,000 between them, 

| 32% of the total of all 31. Thirteen 
|agencies which billed $20,000,000 
/or more each, accounted for about 
$509,000,000 or two-thirds of the 
| total of the 31. 


| Add Six to List 
The largest dollar volume gains 
|from 1945 were made by Ayer, 


'BBDO and Foote, Cone & Belding. 
|The largest percentage gains were 


or | 


Trade Development 


| 


Becomes Swaney, 
Drake & Bement 


| 


Cuicaco—The name of the fast- | 
New York—The nation won’t| achieved by Grant Advertising, | growing Trade Development Cor-_ 


‘know whether it is to see color|from $18,500,000 to $25,000,000, |! poration has been changed, “for 
television inaugurated this year,/and by Duane Jones Company, |better identification,’ to Swaney, 
housewives with piggy banks to;a la CBS, or has to wait several|which entered the major agency |Drake & Bement, Morris F. Swa- 


| the Federal Communications Com- 
/mission finishes a hearing sched- 
|uled to be resumed in Washington 
| Feb. 10. 

| But the tug-of-war of televi- 
'sion’s conflicting forces to sway 
ithe FCC’s decision reached a 
|dramatic high point last week in 
|}a courtroom on the 17th floor of 


\from $7,100,000 
| $10,000,000. 

| Six agencies—Buchanan & Co., 
|Duane Jones, Geyer, Newell & 
/Ganger, Abbott Kimball Company, 
/Roche, 
|Needham, Louis & Brorby—were 
added to the $10,000,000-and-up 
group for 1946; and Russel M. 


to more than 


Gladys the beautiful receptionist |}ower Manhattan’s federal court-|Seeds Company, dropping from 


says that if all these new electric 


dlankets they’re putting out con- | 


tinue to sell as well as expected, 
one of the best arguments for get- 
tung married will rapidly disap- 


- 3 


Chet Bowles is working with a 
hew group which is campaigning 
against “forces it charges have in- 
flated living costs.” 

Is that why all the department 
Stores are holding clearance sales? 


ye 


Bob Smith says an unnamed 
agency man told him, “The public 
rrevocably stupid, emotional 


CLECs )tion.”’ 
Sounds like a quote from G. B. 
Staw or H. L. Mencken. 


, ae oe 


| house. 

Here, with Chairman Charles R. 
Denny Jr. and four other FCC 
|commissioners occupying the 


judges’ bench and with video re- | 
in 


|ceivers impressively arrayed 
|evidence, the giants of the in- 


$10,000,000 to $9,000,000, did not 
|quite make it. Grey Advertising 
(Continued on Page 50) 


Williams & Cleary and) 


president, 


announced last 


week. 
Principals of the agency are Mr. 


Swaney, George F. Drake and 
Austin F. Bement. The organiza- 
tion handles the Graham-Paige 


and Kaiser-Frazer automobile and 
farm equipment accounts, as well 
as Trimz Company division of 
United Wallpaper; Ingersoll Steel 
|division of Borg-Warner Corpora- 
tion; Club Aluminum Products 
Company, American - Marietta 
(Continued on Page 75) 


Last Minute News Flashes 


'dustry came to grips in a special Chevrolet Dealer Ads Announce ‘47 Cars 


demonstration hearing. 


Detroit — Chevrolet Motor Div 


rision dealers started breaking 65 


It was the first time the general and 44-inch local newspaper “teaser” ads Jan. 31 leading up to an- 


|public had had a chance to see} nouncement of the new 1947 line of Chevrolet automobiles. 


color television. 
| hearing. 
| jammed 
| doors. 


the courtroom to 


Shows Table-Top Set 


| It was also the first time any- 


ather than rational, a sucker for | body outside the Columbia Broad- | 


'casting System, which unveiled it 
(Continued on Page 73) 


Bedell Letter 


W. Zelomek, president of | 


‘le International Statistical Bu- 
Peau. expects “more than a dip but 
“ss than a depression.” 

it’s a little loose for a statis- 
ut it will do. 


=. * F¥ 


Ralph Nicholson says advertis- 
ng “the rich, red blood of the 
rCOnomic system.” 

And a lot of businesses are pre- 
ving for a transfusion. 


Copy Cus. 


_ to Townsend analyzed 
| —by the author. 


See | 


| magazine ads will start Feb. 22. 
agency. 


General 


It was an open! announcement date is set for Feb. 7, with the first nationwide news- 
Spectators at times} paper ads, under Chevrolet’s cooperative ad program, to run Feb. 9, | 
the | featuring a picture of the new front end of the 47 car. 


First national 


Campbell-Ewald Company is the}. 


‘Norris of Los Angeles Names Shaw-LeVally 


Cuicaco—Norris of Los Angeles, manufacturer of cookware, and 
| its exclusive national sales representati 


31 Major Agencies Billed ‘Life’ Hits Record 
$764,000,000 In 1946 


JWT Hits $82,000,000 as Y&R, Ayer 
and BBDO Pass the $50,000,000 Mark 


$56,000,000 for 
1946 Ad Revenue 


| Individual Magazine 
| Billings Revealed 
| for First Time 


CHICAGO—One hundred and 
nine leading national maga- 
zines carried $382,479,893 of 
advertising during 1946, fig- 
ured at the one-time rate. In 
addition, 17 leading farm pub- 
lications carried $21,186,605 


poultry, livestock and classi- 
fied. Five newspaper groups 
carried an additional $16,- 
648,403 in advertising. 

These are the figures developed 
by Leading National Advertisers, 
Inc., an organization which meas- 


The Complete List 


A complete list of the 
1946 advertising revenue of 
109 general magazines, 17 
farm publications and five 


| newspaper groups, as com- 


| 
| 


puted by Leading National 
Advertisers, appears on Page 
74 of this issue. This marks 
the first time such a tabula- 
tion has appeared in any 
advertising paper. 


ures advertising in approximately 
150 magazines, farm publications, 
newspaper groups and _ business 
papers, in order to determine pri- 
|marily the amount of promotion 
put behind individual products 
and brands. 

According to Leading National 
Advertisers, Life was the out- 
standing publication, in advertis- 
ing revenue, during 1946, chalking 
up a total of $55,994,653 at one- 
time rates. Although Life is one 
of the relatively few general 
Magazines which give frequency 
discounts, and the one-time figure 
is therefore subject to some re- 
duction, it is believed that Life’s 
net figure compares favorably with 
| the previous record of $53,000,000 
chalked up by The Saturday Eve- 
ning Post in 1927. 


How Others Fared 


In second place for 1946, accord- 
ing to Leading National Adver- 
tisers, was The Saturday Evening 
| Post, with almost 500 pages more 
|than Life, but billings of $47,631- 


ve, C. S. Keating Associates, | 682. Third was Collier’s, $22,276,- 


Chicago, have appointed Shaw-LeVally to handle advertising of the|229, followed by Ladies’ Home 


| Thermic-Ray line of aluminum 


and copper-coated stainless 


stee] | Journal, 


$19,635,946 and Time, 


| products. Tentative plans call for a campaign in general and women’s | $18,410,602. 


service magazines and a business 


paper series. 


| Armour’s ‘Hint Hunt’ Goes on CBS Net 


its “Hint Hunt” program via CBS 


Feb. 17, 2:45-3 p.m., CST, Monday 


Page 66. Other features: | through Friday. The show, offering prizes for household hints sug- 


| Ad-libbing . 
Department Store Sales. 
Editorials . 

Getting Personal 

| Feature Page 

| Information for Advertisers. 

| In Washington 

| Photographic Review . 

| Private Lines . 72 

| Rough Proofs an 


68 


49 


12 
20 


| gested by homemakers, has been 


| Cone & Belding is the agency. 


broadcast since last August over 


12; WBBM, Chicago, WISN, Milwaukee, and WSBT, South Bend. Foote, 


70| Elgin American Seeking $15,000 Jolson Show 


Ex.crn, Itt.—Elgin American division of Illinois Watch Case Com- 
| pany, maker of compacts, cigaret cases, etc., is negotiating for a $15,- 


Chicago. 


7| 000 weekly radio show starring Al Jolson, through Weiss & Geller, 


(Additional News Flashes on Page 79) 


The American Weekly was next 
in line, with $13,075,447. This 
Week’s total was given as $9,615,- 


Cuicaco—Armour & Co., for Chiffon soap flakes, will start airing | 226, while Puck—the Comic Week- 


| ly was credited with $4,528,509, 

and Parade with $1,762,705. These 
| four magazines together accounted 
for $28,971,887 of the magazine 
| total. 

Leading revenue producer among 
\farm publications, according to 
Leading National Advertisers, was 
Country Gentleman, credited with 
| $4,689,063, but Farm Journal was 
only a whisper behind, with $4,- 

(Continued on Page 75) 
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Britannica Films 
Using Magazines | 
for First Time 


Cuicaco—Encyclopaedia Britan- 
nica Films, 18-year-old classroom 
films maker, is advertising in gen- 
eral magazines for the first time. 
The first institutional ads, appear- 
ing in Parents’ Magazine and 
Time, attack the problems of over- 
crowded classrooms and shortage 
of teachers. 

Copy criticizes low salaries paid | 
to teachers, saying that pay rates | 
are too low to attract new teachers 
of necessary caliber to the profes- | 
sion. “In a community where | 
truck drivers can make more | 
money than school teachers,” copy 
says, “it is impossible for children 
to have enough respect for the | 
teaching profession and for the 
importance of education.” 

The company prepared a folder | 
describing how parents can help 
alleviate the teacher shortage in 
their communities. The folder will 


| 


Mee 


obtain higher pay. 

Encyclopaedia Britannica Films 
ads are running in 10 scholastic | 
publications. N. W. Ayer & Son 


here handles the account. 


BRITANNICA TO MAKE 
ADULT FILMS IN ‘47 


Cuicaco—Encyclopaedia Britan- 
nica Films this year will make 
six adult education films for group 
discussion and home use, C. Scott 
Fletcher, president of the company 
and former executive director, 
Committee for Economic Develop- 
ment, declared Wednesday. 

Britannica previously has pro- 
duced only classroom films. 

Speaking to members of the 
Film Council of America and Chi- 
cago Film Council, Mr. Fletcher 
predicted that the majority of 
homes will have sound film pro- 
jectors in 30 years, just as they 
now have radios. He urged the 
Film Council of America to raise 
$50,000 this year to establish na- 


|\go to key individuals throughout | promote wider use of educational 
'the U. S. who may help teachers | films. 


He said $500,000 may be 
required by the council next year. 


WOR Marks Anniversary 


WOR, the 50,000-watt Bamberger 
Broadcasting Service-Mutual net- 
work key station in New York, 


| will be 25 years old on Washing- 


ton’s Birthday. The occasion will 
be heralded with heavy promo- 
tion, including special transcribed 
spots during the week of Feb. 17- 
22. Station breaks will hail WOR 
as “one of America’s great sta- 
tions for 25 years.” Two special 
two-hour all-star broadcasts Feb. 
22 will climax the celebration. 


Gardner Starts Agency 


Fred Gardner, formerly account 
executive and merchandising and 
marketing specialist with McCann- 
Erickson, has formed his own 
agency, Fred Gardner Company, 
with offices at 425 E. 86th St., New 
York. Prior to joining McCann- 
Erickson, Mr. Gardner was re- 
search manager of Buchanan & 
Co., and also served with Sherman 
K. Ellis, Inc., Benton & Bowles 


tionwide community committees to 


- 


and Geyer, Newell & Ganger. 


~CAPPER’S | 


TOPEK 


WEEK 
bly Of The Rural Mi 
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Public Relations 
Begins at Home, 


ANPA Study Shows 


New YorK—On the _ theme, 
“Public Opinion Is Local,” the 
ANPA Bureau of Advertising held 
the first formal showing here last 
week of a third presentation on 
newspapers as a medium for pub- 
lic relations advertising. 

The others were “Industry Can 
Convert Now,” issued during the 
war to show industries how to 
prepare for better postwar ac- 
ceptance, and “Industry and Pub- 
lic Opinion.” 

The eurrent presentation, as 
routlined by L. Alven Bennett of 
the bureau staff, emphasizes that 
‘public opinion throughout the 
nation is no more than the sum of 
the total individual opinion. . 

“Public opinion is as local as 
the fellow sitting next to you... 
and he, and everyone in town, 
reads the local newspaper.” 

The “plug” for newspapers is 
‘subordinated to showing types a 
| public relations campaigns to meet 
different problems and results ob- 
|tained from them. 


| Utilities Ads Cited 


The joint campaign of 175 elec- 
'tric utilities in magazines and net- 
|work radio, adapted by the 
|individual companies in 501 daily, 
| 2,398 weekly and 51 Sunday news- 
|papers, the bureau says, was a 
|factor over a two-year period in 
|favoring private ownership of 
|these utilities from 41 to 51%. 

A study by the New Yo" Tele- 
phone Company found that public 
approval of the company 8Tw\ys in 
direct ratio to public kee tedge 
of it. ws Se 

A survey of some cities carrying 
Schenley Distillers Corporation’s 
“Mark Merit” public relations 
series indicated that this cam- 
paign had nearly doubled the 


feeling of “friendliness” toward 
Schenley. 
The C&O “Hog” and “Black 


Market in Travel” ads, last year, 
were cited as examples of public 
relations advertising which can 
solve specific problems when the 
weight of public opinion is 
brought to bear on them. 

Although the people like the 
products of American industry, 
the bureau says, they distrust its 
management. This is due largely 
to the fact that they don’t know 
the managers. In a Gallup survey 
on the best known Americans, 
none of the top 10 was a business 
man. 

Labor is getting its story across 
better than management. Strike 
ads of General Electric workers 
in Schenectady were found to be 
twice as well read as those of the 
company. 


Buys Halifax Paper 

The Hearst Corporation, New 
York, has purchased the Halifax 
Pulp & Paper Company, Sheet 
Harbor, N. S., along with its en- 
tire timber holdings, covering 200 
square miles. The company pro- 
duces 30,000 tons of ground pulp- 
wood annually. 


Elliston Appointed 


Stephen Elliston, formerly with 
the book department of Carson 
Pirie Scott & Co., has been named 


Cudahy, Chicago, 
Ariel books. 


publisher 


Starts ‘Idea Factory’ 


Ray W. Felton, formerly public 
relations director for the Seattle 
|Chamber of Commerce and pre- 
'viously with the Seattle Star and 
Times, has opened Ray Felton’s 
Idea Factory, to handle publicity, 
| public relations, direct mail and 
general advertising. 


publicity director of Pellegrini &| 
of | 
| 


NEW AND OLD —Richard Hale, left, 
ad director of the Shreveport Times, 
the new governor of the 10th District, 
AFA, and Gustav Brandborg of KVOO. 
Tulsa, retiring governor, talk it over at 
the dinner that wound up the recent 
Houston convention. 


Business Editors 
to Discuss Prices 
on MBS Program 


New YorK—Editorial executives 
of five publications in the adver- 
tising and sales field will partici- 
pate in a discussion of “Consumer 
Price Trends and the Business 
Outlook for 1947” in a broadcast 
over the Mutual Broadcasting Sys- 
tem from 10:30 to 11 p.m. on 
Thursday, Feb. 6, sponsored by the 
National Conference of Business 
Paper Editors. 

Participants will be S: R. Bern- 
stein, ADVERTISING AGE; Roger Bar- 
ton, Advertising & Selling; E. A. 
Peterson, Printers’ Ink; Philip 
Salisbury, Sales Management, and 
Maxwell Fox, Tide. 


Corning Shifts Execs 


Corning Glass Works, Corning, 
N. Y., has appointed Eugene W. 
Ritter, formerly vice-president of 
the consumer products division, 
president of Corning Glass Works 
of South America. He will suc- 
ceed William H. Curtiss, who con- 
tinues, however, as vice-president § 
and secretary of Corning Glass 
Works, with general supervision 
of its South American affiliates, 
Benjamin S. Peirson, formerly di- 
vision general sales manager, suc- 
ceeds Mr. Ritter as consumer prod- 
ucts manager, while his previous 
post goes to Robert S. Beattie, for- 
merly assistant general sales man- 
ager. 


Adclub Sponsors Course 


The Milwaukee Advertising 
Club, in cooperation with the Uni- 
versity of Wisconsin extension di- 
vision, is sponsoring a 14-week 
course on “Opportunities in Ad- 
vertising,’ with classes meeting 
weekly in the Milwaukee Art In- 
stitute auditorium. Les D. Hafe- 
meister, advertising manager of 
Weyenberg Shoe Company, is gen- 
eral chairman. 


GREENWICH 
LEADS! 


In Greenwich, Conr 
(34,000 Population) 


$1,388,000 


was spent in 1945 for 


DRUGS 


(ource—1946 Sales Management) 
This Market 
Deserves Your 
“A” Schedule 

I 


Greenwich Time 


Often Called “The Best Suburban 
Daily Newspaper in America” 
Nationally Represented by 
SMALL, BREWER & KENT, INC. 
New York Chicago Bostor 
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fect circle? 


Your eyes may tell you differently, but it is a perfect circle—dramatic proof that 
a quick glance isn't always reliable. 


Nor can a quick glance at the ABC notation, '484,978 Net Paid Daily*" reveal 
this important fact: More than 96 of every 100 Chicago TIMES families live 
in Chicago and suburbs, close to your big metropolitan retail outlets. And 
it is axiomatic that retail sales volume is built by readers who not only see your 
ad, but who can act upon it conveniently. 


For proper perspective in scheduling your Chicago newspaper advertising, re- 
member: 


@ The Chicago TIMES, with the highest proportion of city and suburban 
circulation of any Chicago newspaper, and the largest city circulation 
in the Chicago evening field, goes home each evening to approximately 
a half-million representative families. 


@ You can reach this alert, responsive readership through The TIMES at one 
of the nation's lowest milline rates for evening newspapers. 


To sell them in Chicago, tell them in 


From ABC Publishers’ Statement averages 
for six months ending Sept. 30, 1946. 
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Contractors Cut 
‘47 Ad Program 
Pending Survey 


Cuicaco—Associated General 
Contractors of America has tem- 
porarily curtailed its $35,000 an- 
nual public relations advertising 
program, pending a survey of its 
effectiveness and formulation of a 
new program for 1947. 

The group’s general convention 
session here last week approved 
a report by Gayle G. Armstrong, 
vice-chairman of the public rela- 
tions committee, which called for 
reducing the general business 
magazine and business paper cam- 
paign until a new survey has been 
completed. 

The 1946 campaign stressed the 


|advertising department of William 


theme, “America progresses| 
through construction,” in _ full 
pages in American City, Archi- 


tectural Record, Banking, Business 
Week, Construction Methods, The 
Constructor, Dun’s Review, Engi- 
neering News-Record and Fortune. 

Individual advertisements 
pointed out the value to the na- 
tion of various types of construc- 
tion, such as _ hospitals, power 
plants, schools, railroads and 
highways, and the skill, integrity 
and responsibility of general con- 
tractors. 


Joins Warner & Co. 


Orr Scoppettone, formerly man- 
ager of the Latin American radio 
department of J. Walter Thompson 
Company, has joined the foreign 


R. Warner & Co., New York. 


Sets Up New Sales Unit 


Eastman Kodak Company, 
Rochester, N. Y., has organized 
a new sales division, Industrial 
Photographic Sales, as the spear- 
head of an extensive industrial 
sales program aimed at wider dis- 
tribution of its photographie prod- 
ucts among industrial and scien- 
tific users. William E. Barr heads 
the new division, which plans ex- 
tensive industrial advertising in 
trade and college publications. 


Plans Shoe Promotion 

Commonwealth Shoe & Leather 
Company, Whitman, Mass., will 
launch a spring campaign pro- 
moting Bostonian shoes starting 
March 1 and continuing through 
the spring season. Color ads in 
Collier’s, Life and The Saturday 
Evening Post will be used, plus 
displays, newspaper mats and di- 
rect mail. 


Ex-Agency Chief 
Attacks Ad Costs, 
Offers 5-Way Plan 


New YorK—E. B. Weiss is a 
dairy farmer at Sherman, Conn. 
He intends to continue being a 
dairy farmer. But he was once 
vice-president of Grey Advertis- 
ing Agency here, and before that 
an associate editor of Printers’ Ink, 
and what’s going on in advertising 
doesn’t please him. 

So last Monday he took “about 
$500 out of next month’s milk 
check” and sent a tightly-packed, 
single-spaced 6-page letter to 300 


eared to 


o places 


It takes a big wheel, closely meshed with its market, to move big plans 


forward. Your sales promotion in the expanding Milwaukee area turns in 


high gear with The Milwaukee Journal. Consider these figures: Factory 


production in the Milwaukee area reached a volume of $1,586,000,000 
during 1946—an increase of around 10% over 1945—more than double 


the figure reported by the last census of manufacturers in 1939. Factory 


employment in Milwaukee county during November was up more than 


wr 


10%—wages higher by 24%—compared with the same month in 1945, 


according to the Wisconsin Industrial Commission. 
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As the market grows bigger—so grows its biggest medium. Net paid circu- 


lation of The Milwaukee Journal in December reached a record of 304,876 


daily and 358,869 on Sunday. These figures represent gains of 19,754 daily 


and 25,313 Sunday over December, 1945. In this audience are more than 9 


out of every 10 families in the City Zone. No other single medium can take 


your advertising into half as many homes in Milwaukee and the suburbs. 
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advertisers throughout the coun. 
try. Mr. Weiss thinks that “the 
purchasing power of the advertis. 
ing dollar is hitting a new loy 
almost every day of the week,” ang 
that advertisers ought to do some. 
thing about it. Specifically, he ha; 
five recommendations: 

1. Switch to unorthodox media 

2. Switch to second and third- 
rate media. 

3. Switch advertising media, 
completely (“A change is apt t 
jolt your sales force and trade— 
as well as your consuming pub- 
lic.’’) 

4. Go into cooperative advertis- 
ing with your trade on a larger 
and better controlled basis. 

5. Spend less on national media. 
more on your sales force, mer- 
chandising work, promotional ac- 
tivities—especially the last. 


No Fees Sought 


Mr. Weiss insists that his letter 

/is no come-on for a commission, a 
fee, a contribution, or anything 
‘else. It’s simply that he still 
dabbles in advertising, that adver- 
|tising provided the wherewithal 
|'which has enabled him to become 
a gentleman farmer, and that he 
sees a menace to the advertising 
/structure in existing conditions. 
_ Mr. Weiss insists that “the price 
| trend in one industry after another 
‘has already headed down,” but 
\that “major media continue to 
|move rates up,” and that these 
‘rate increases are justified by me- 
|dia men on the basis of increased 
‘circulation and lower milline rates 
| “Nonsense,” he thunders. 
|don’t buy millines. You buy pur- 
chasing power! 
purchasing power of that addi- 
tional circulation?” 

“On a straight rate basis,” he 
says, “advertising rates are esti- 
i/mated to be up some 40%. 
|on a purchasing power basis, rates 
are even now up at least 60%.” 
Mr. Weiss does not identify the 
period over which rates have 
moved up 40%, or 60% on a pur- 


| 
} ° . 
/on boom-time incomes — and the 
|boom is over.” 


Says Rates Can Be Cut 


_ In the face of assertions by pub- 
| lishers and others that rates must 
| be increased to cover additional! 
costs, Mr. Weiss, in effect, shouts 
'“Baloney,” and contends that rates 
can be brought down if publishers 
stopped racing for more and more 
‘circulation, if they curtailed “their 
| enormous—and very expensive 
| secrete oases and if they “lopped 
huge chunks out of their merchan- 
|dising services.” 
Eventually, he insists, the rate 
| structure will adjust itself, but 
‘many medium-size advertisers 
|can’t wait. For them he suggests 
|his five-point program, based prin- 
| cipally on ignoring the bigger 
| high-dollar-rate media and turn- 
|ing to other promotional devices 
|“A sign on express trucks may no! 
/have the glamor of a full page in 
_a newspaper, but it may do a job 
'for you and at a lower cost,” he 
| Says. 

In addition to his five-point pro- 
'gram, he urges the advertisers to 
|whom his letter is addressed t0 
talk turkey to their agencies, and 
to tell them that they want “a pro- 
gram that will not cost us a penn) 
/more than we spent before for ‘the 
same period but that will give us 
‘at least 25% more selling power. 

“IT think,” he concludes, ‘ta! 
‘advertising rates and advertisiné 
costs cannot long continue to 
counter to the present-day do 
'trend of our whole economy. 
| fact, I’m satisfied that the turn 
already come, that advertisins 
po have reached their peak 


Ty 
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Athol Promotes Tyler 


Robert M. Tyler has been pro- 
moted from assistant sales man- 
ager to sales manager of Atho 
Mfg. Company, Athol, Mass. 


“You & 


What about the f 


But f 


1S ACM SWE NID ME a” 


chasing power basis, but he insists f 
that “advertising rates are based J 
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IS EATING IMPORTANT ? 


Man, to be sure, cannot live by bread alone. But it is mighty 
important. It is so important that he spends more than 1/4 of 


his gross income buying something to eat, and an hour 


and a half every day eating it. Another thing 


. man obviously likes to do is to listen to the 


radio, since he spends more than 4 of 
his waking hours per day 


. doing it. 


That is why America’s leading food advertisers spend more 
money talking to him on the air about their products than they 


spend in any other national medium. 


...And in 1946* for 7 YEARS RUNNING more of 
this money was spent with the Columbia Broadcasting 


System than with any other network. 


This is also important. 


COLUMBIA BROADCASTING SYSTEM 
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FM Station Starts 


WEAW, FM station operated by 
North Shore Broadcasting Com- 
pany, Evanston, Ill., went on tne 
air Feb. 1 with an inaugural pro- 
gram playing up its close associa- 
tion with Northwestern Univer- 
sity, whose students are to supply 
news and dramatic features regu- 
larly. Edward A. Wheeler, 24- 
year-old Marine veteran, is presi- 
dent of the company while Gerald 
Gazlay, formerly with the Army, 
is sales manager. 


“3033 Retailing Ideas’’ 


By Merchants—for Merchants 
ONLY BOOK OF ITS KIND—offers widest, 
deepest insight into retailing actualities, not 
theory -— advertising, merchandising, selling, 
display, administrative nearly every line. For 
manufacturers, distributors, sellers consumer 
Used by colleges, schools, public 

advertising agencies, newspa 
. $3.50 ppaid. 
E. LYONS, Publisher, Pittstown 3, N. J 


Crosby, on Hooper 
Comeback Trail, 
Hits 11th Place 


New YorK—bing Crosby, whose 
transcribed Philco show on ABC 
definitely seems to have hit the 
old rating-comeback trail, landed 
among the First 15 evening net- 
work programs on C. E. Hooper’s 
Jan. 30 report. 

Crosby’s 20.6 rating gave him 
llth place. He was 26th on the 
Jan. 15 report with 16.1. Last time 
he made the Hooperating honor 
roll was last Oct. 30, following his 
initial broadcast which snagged a 
publicity-built 24.0, putting him in 
4th place. 


Bob Hope, who topped the Jan. 


15 list, is still out front and gain- 


ing. The latest First 15: 
I CR ata a as a Su do @ 33.2 
Fibber McGee & Moliy........-+.- 30.7 
CREO BOOEPENY bcc ccaeccctsces 28.0 
ee, CN a 5S oc seein wes 00.6 0 eS 
ORME, cc cpeaa ast e bene ee ewait 26.6 
PAM TOGRAOE a ccctcccsaseucsnes 26.0 
Pe EE ee ieee ea cdaneeud 25.6 
MO "HUE 66s boa os KOR Se. c58 24.2 
Screen Guild Players............. 24.1 
Walter WiMenell .2.ccccecveceses 20.8 
ee Cl. Ga vewe ds pe wekawes 8 20.6 
er Te eee rrerr er ry 19.8 
Mr. District Attorney.......c.ceses 19.5 
SPE WO ROTEE nbc i isereetgese ds 18.8 
Great Gildersleeve .....cscccccses 17.4 
‘Romance of Helen Trent” 


jumped from 14th place with a 6.7 
on the previous report to lead we 
top 10 daytime shows on the latest 
tabulation. The top 10: 


Romance of Helen Trent.......... 8.0 
When A Girl Marries........-ssee 7.9 
Wr BOOCE EMER. so cic ccc sees snes 7.8 
ek NE oF 5 aN vas oe awakes cae 7.6 


sp 
Ke Mies 


Young Widder Brown.. ; rey 
co eee ere * 
Might to TAAMOINCSS «oc cick ce ecceeete 
Pepper Young’s Family............ 7.3 


EE EEE oc Rae 6 & dines be beh SOA ee 
Breakfast in Hollywood (P&G)....7.1 


Two Join Lazarus Agency 


Louis A. Paeth, formerly adver- 
tising manager of Helene Curtis 
Industries and Natco, Inc., has 
been appointed service director 
and copy chief of Harry J. Lazarus 
& Co., Chicago. Graves S. Urqu- 
hart, previously production man- 
ager of Futura, Inc., has joined the 
agency in a similar capacity. 


Names Lee Agency 

Lee Advertising, Baltimore, has 
been named by the Commercial 
Training Service, Trenton, N. J., 
to handle the campaign, which will 
begin in March, for its high-speed 
longhand course. 
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Hooper Names 7 
as Advisory Group 
for Rating Agency 


New York —C. E. Hooper, the 
radio program rater, has picked 
seven radio and advertising men 
to serve on one of two “advisory 
councils” which he announced last 
fall (AA, Oct. 28) would be ap- 
pointed “to review audience meas- 
urement policies” affecting the in- 
terest of buyers and sellers of 
radio time, discuss needs for ad- 
ditional information and preview 
efforts to meet such needs. . 

Named on the group, which 
Hooper calls a_ station, audience 
measurement advisory council and 
which held an initial meeting here 
Jan. 24, were: 

Lewis H. Avery, president of 
Avery-Knodel, radio representa- 
tive; Fred C. Brokaw, New York 
manager of Paul H. Raymer Com- 
pany, radio representative; H. T. 
Enns, national sales manager of 
the Cowles radio stations; Irvin 
Gross of Edward Petry & Co., radio 
representative; J. James Neale, 
radio director of Dancer-Fitz- 
gerald-Sample’s Chicago office; 
Don Parsons, vice-president of 
Federal Advertising Agency, and 
William B. Lewis, vice-president 
in* charge of radio of Kenyon & 
Eckhardt. 

Hooper reported the group was 
“not ready to recommend any 
change in method of City Hooper- 
ratings Report distribution at this 
time” but did suggest “a series of 
educational clinics in offices of 
buyer and seller of station time 
under the supervision of the coun- 
cil.” 

The other group Hooper pro- 
poses to form would be a network 
audience measurement advisory 
council. . 


Belden & Hickox Gets 
Eight New Accounts 


Belden & Hickox Advertising 
Agency, Cleveland, has been ap- § 
pointed to handle the advertising 
of Tred Sales & Mfg. Company, 
Cleveland, manufacturer of anti- 
septic foot powder, using news- 
papers, radio and car cards in 
Miami; Adams Mfg. Company, 
Cleveland, manufacturer of do- 
mestic gas heating equipment, us- 
ing trade publications, direct mail 
and co-op newspaper advertising; 
Continental Instrument Company, 
Cleveland, maker of an automatic 
ignition pilot for gas _ heating 
equipment, using business papers; 
B-R-O-T, Inc., Cleveland, maker 
of hardware items, using hardware 
and house and garden publica- iim 
tions; Cut-o-guide Mfg. Company, B® 
Cleveland, manufacturer of a flame @ 
cutting accessory for steel fabrica- 
tors, using direct mail and busi- J 
ness papers; Roberts Steam Spe- 
cialty Company, Cleveland, maker 
of wheel dressers for grinding 
wheels, using business papers; Jo- 
seph N. Stern Company, Cleve- 
land, maker of grass sets for fu- 
neral directors and chapel tents, 
using funeral publications, and 
Kirchner Laboratories, Cleveland, 
maker of I-K-O insecticide, using 
farm papers and newspapers in 
Ohio. 


Appoints Werts 

F. Rex Werts has been named 
business manager and advertising 
director of the News-Herald, Van- 
couver, B. C. 
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YOUR PRODUCT, when it is advertised in the advertisements in it. Thus each adver- Wemen know . .. 
Good Housekeeping, has two reputations _tisement has greater conviction here than gee Te 
+ Guaranteed by @ 


to recommend it—yours and ours. it could have anywhere else. 

And ours is a valuable plus for yours. And there is no need to tell you that the 
For the confidence women have in the in- power of conviction is a major force in 
tegrity of Good Housekeeping extends to making sales. 


Good Housekeeping 
< or 


we give this seal to no one— 
the product that has it, earns it. 
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Sterling Drug 
Buys ABC ‘Strip’ 


New York—Sterling Drug, Inc., 
which sponsors the “Bride and 
Groom” giveaway program on the 
ABC network five afternoons 
weekly, has bought another “strip” 
for coast-to-coast airing, starting 
Feb. 3. 

The program is the Zeke Man- 
ners show, which Sterling Drug 


j|has sponsored on ABC’s Pacific | 


Coast network for nearly a year. 


It will be heard ae 7:30-7:45 


a.m., EST, which will require ABC 
to open its network lines half an 
hour earlier than heretofore. The 
network will shut down its lines 
for 15 minutes following the Ster- 
ling Drug show, resuming opera- 
tion at 8 a.m. 

Dancer - Fitzgerald - Sample, 
which handles “Bride and Groom” 
for the sponsor, also placed the 
Zeke Manners show. 


FOOTBALL RATING SYSTEM 


New and original method destined to 
become college football's official rat- 
ing system. Ideal advertising promo- 
tion or tie-in for liquor, gas and oil 
products, tobacco products, etc. Ac- 
curate — almost identical correlation 
with 1947 AP rankings. In 1946 each 
week 200 collegiate teams were rated, 
system appearing in Eastern Dailies, 
Devised by executive of nationally 
known manufacturer. Write A. 
Samuels, Ill, 1035 Linden St., Allen- 


town, Pa. 


‘Ensign Adds Account 


| Manufactured Products Com- 
|pany, Pittsburgh, manufacturer of 
‘aluminum products, has appointed 
|F. A. Ensign Advertising Agency, 
| Pittsburgh, to handle its account. 
/Business papers and direct mail 
| will be used. 


| F&S&R Names Warriner 


| Robert R. Warriner, previously 
research department manager of 
Lennen & Mitchell, has joined 
Fuller & Smith & Ross, New York, 
in a similar capacity. 


Quaker Launches 
“Win a Home’ 


Prize Contest 


Cuicaco— The Quaker Oats 
Company, which recently broke a 
half-price sale for its Puffed Wheat 
Sparkies and Puffed Rice Sparkies 
in about 50 cities (AA Jan. 27), 
has launched another promotion of 
prewar vintage—a “Win a Home” 
contest. 

For two box-tops and 25 words 
completing the sentence, “My fam- 
ily likes wheat (or rice) shot from 
guns because...” contestants have 
a chance to win a five-room, pre- 
assembled home plus $1,000 to- 
ward payment of a lot. Or, if 
they’re not home-minded, they 
may have $8,000 cash. The con- 
test offers 302 prizes in all, totaling 
$10,000. 

Copy promoting the contest will 
break Feb. 23 with a full-color 
page in The American Weekly and 
1,000-line color ads in the Metro- 
politan Group. For three weeks 


beginning March 3, the promotion 
will be aired over Quaker Oats’ 
“Terry and the Pirates” (ABC, 
5-5:15 p.m., Monday through Fri- 
day), heard over 210 stations. 

Dealers are being offered full- 
color window posters, contest 
package cards with entry blanks, 
and tie-in ads for newspapers and 
handbills. 

Sherman & Marquette 
agency. 


Heads Meck Advertising 


Richard H. Schellschmidt, who 
joined John Meck Industries, 
Plymouth, Ind., last year as per- 
sonnel director, has been appointed 
advertising manager. He was 
previously with Standard Oil Com- 
pany of Indiana. 


is the 


O’Rourke Renames Co. 

John J. O’Rourke has formed 
John O’Rourke & Associates, 
which succeeds Farrar & O’Rourke, 
with temporary offices at 255 Cali- 
fornia St., San Francisco. Clients 
served by the partnership will 
continue to be serviced by the new 
agency. 


Knowing 
the 
ropes 


JUustration from on early 1. C. 8. advertisement 


A man’s hands are tied together, often, 


through no fault of his own. 


Opportunity doesn’t come his way. 


What’s he do? He goes opportunity’s 
way. He gets an education on his own. 


Today, International Correspondence 
Schools is alma mater to more than 
5,000,000 students across the world who 
studied by the lathe at lunch hour, on 
the way home in the trolley, at night 


after supper. 


They made the grade. And advertising 
helped them—and I. C. S. For more than 
one out of every four prospects created 
by advertising becomes an I. C. S. stu- 
dent. We have been associated with 
International Correspondence Schools 


for 45 years. 


nh. W. ayer & son, inc. 


Philadelphia, New York, Chicago, Detroit 


San Francisco, Hollywood, Boston, H lulu, 


I aA 
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Crowe, Retired 
Agency Head, Dies 


WInTER ParK, FiLa.—Earl Ros- 
man Crowe, 65, retired New York 
advertising executive, died of a 
heart attack Jan. 27 in his winter 
home here. He also maintained a 
residence at Wilson Point, South 
Norwalk, Conn. 

In 1904 Mr. Crowe purchased 
an interest in the A. W. Shaw 
Company, Chicago publisher of 
System, and until 1916 was east- 
ern manager of the firm. He 
joined Hearst in 1917 and served 
successively as business manager 
of the New York American and 
circulation manager of all Hearst 
magazines. 

A year after leaving Hearst in 
1921, he incorporated E. R. Crowe 
& Co., a firm which handled ad- 
vertising for 14 magazines, and 
served as president until his re- 
tirement in 1930 because of a heart 
condition. When Time, Inc., was 
formed in 1923 to publish Time, 
Mr. Crowe became a vice-presi- 
dent, and continued in that ca- 
pacity for several years, while 
‘also conducting his own business. 


CHARLES P. MANSHIP 

Baton Rouce—Charles P. Man- 
ship, 65, editor and publisher of 
the Baton Rouge Advocate and 
State Times, died at his home Jan. 
|27 after a long illness. Mr. Man- 
‘ship became ill in July, 1944, in 
| London, while serving as U. S. as- 
| Sociate director of censorship. 
| Mr. Manship also owned radio 
stations WJBO and WBRL here, 
| the latter being the first frequency 
|}modulation station in the South. 
|He was president of the Southern 
Newspaper Publishers Association 
from 1941 to 1943, and at the time 
of his death was on the board of 
directors of the American News- 
paper Publishers Association. 


| oe D. SHAFER 

OrLANDO, FLta.—Willis D. Shafer, 
75, a partner in the former Stav- 
‘rum & Shafer agency in Chicago 
j}and a pioneer in advertising, died 
jat his home here Jan. 5. Mr. 
‘Shafer had been editor of many 
|house organs, particularly in the 
banking field. 


DAVID S. MOSESSON 


New YorK—David S. Mosesson, 
59, supervisor of the advertising 
department at the College of the 
City of New York, died Jan. 22 o! 
a heart attack at his home in 
Scarsdale. Mr. Mosesson was an 
instructor of advertising at Hunte: 
College from 1922 to 1936, when 
he joined the City College faculty. 


Screen Advertising 


Firm Set Up in N. Y. 


World Screen Advertising, Inc., 
has been established at 50 Broac- 
way, New York, and is organizing 
a network of associates to act as 
its representatives in distributing 
U. S. 16 and 35 mm. advertising 
films in foreign markets. 

The new company is represented 
in several territories by distribu- 
tors of Victor Animatograph Cor- 
poration. Alexander Film Com- 
pany, Colorado Springs, has 
contracted with World Screen Ac- 
vertising to represent it in al! 
non-U. S. territory except Can- 
ada. General Screen Advertisin¢, 
Inc., which sells theater screen 
advertising to national advertise's, 
will make available to its clients 
the facilities of the new compan 


Bliss Resumes Ads 


Alonzo Bliss Medical Company. 
through Henry J. Kaufman & As- 
sociates, Washington agency, h®: 
resumed advertising of its laxativ: 
remedy with a series in Parac: 
and metropolitan dailies in t' 
|Middle East Atlantic states, New 
England and the Midwest. T)' 
trade is being told about the proc - 
uct through a Drug Topics 
series. 
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A series designed to 
help oil men get 
more from their 
valuable reading time 
- - . and advertisers 
2 greater return from 
their investment. 


This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 
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Fair Trade Bill 
Again Offered 
to Texas Solons 


AusTIn, Tex.—After numerous 
legislative beatings and at least 
one death by filibuster, the so- 
called Texas Fair Trade Bill, sup- 
porting fixed minimum prices on 
brand name products, has again 


made its appearance in the Texas | 


legislature. 

Introduced in a record-breaking 
crop of measures offered here with 
the opening of the new legislature 
Jan. 14, the latest bill has been 
revised. It was passed at one time 
when W. Lee O’Daniel was gov- 


torney general’s ruling that it| 


transgressed the anti-trust stat-| 
utes. 


Present co-authors of the bill, | 
Senators Grover C. Morris and | 
Jimmie Phillips, declared that the 
act had been redrawn to meet | 
those legal objections. 

At the last session of the legis- | 


lature, the bill received majority 


support in the senate but was 
filibustered to death. 


Council Names Wright | 


Arthur E. Wright, for the past | 
four years business foundation | 
secretary and director of public 


Aerowax in Record Drive 


Boyle-Midway, Inc., New York, 
will promote Aerowax no rubbing 


| 


50-line copy once a week in 338 | 


‘Iron Age’ Offers 


wax via a record campaign of | a 
Tailor-Made Data 


newspapers throughout the coun- | 
try. Radio also will be used. Tied | 
into the year-long campaign will | 
be Aeromist+ glass cleaner and| 
Aero paste wax. W. Earl Both- 
well Advertising Agency, Pitts- 
burgh and New York, 
agency. 


Hodgman Plans Drive 
Hodgman Rubber Company, 

Framingham, Mass., manufacturer 

of rubber specialties, has sched- 


|relations of George S. May Com-|uled copy to appear throughout 
|/pany, Chicago, has been appointed|the year 
|director of the newly organized| Rifleman, Field & Stream, Holi- 
|public relations department of the 


in Alaska, American 


day, Hunting & Fishing, Out- 


is the! 


on Metal Markets 


New YorK—Iron Age enters its 
‘92nd year with a new manage- 
'ment headed by Thomas L. Kane, 
|publisher, T. W. Lippert, directing 
editor, and R. M. Gibbs, business 
manager. They have launched, 
among other things, a program to 
provide manufacturers in the 
|metal-working fields and their 
| agencies specific and thorough 


ernor. However, O’Daniel vetoed | State Street Council, organization | doors, Outdoor Life, Outdoorsman, |™arket data. 


the bill on the strength of an at- 


|of State St. retailers, Chicago. 


Pic and Sports Afield. 


This program, under Oliver L. 


Chicago 11, Ill 
Detroit 2, Mich . 


New York 17, N. Y. © 366 Madison Avenue * MUrray Hill 2-5400 
« 9ION Michigan Avenue 
415 New Center Bldg. ° 


¢ Delaware 6622 
Madison 5745 


a motion picture produced by Esquire’s 


Market Research Department, showing 


the way to a greater, stronger America 


STARRING AMERICAN ENTERPRISE, SALESMAN SHIP, 
AND ADVERTISING IN THEIR NEW POST-WAR ROLES 


make your reservations for showings at the Esquire office nearest you 


Philadelphia 3, Pa. * 1700 Walnut Street 
525 Statler Office B 
448 So. Hill St 


Boston 16, Mass. °* 


Los Angeles 13, Calif. ° 


* Pennypacker 5-8998 
Idg. °* Liberty 5526 
reet ° Trinity 9924 


Advertising Age, February 3, 1547 


|\Johnson, research director, vas 
further accelerated in Janu: ry 
with installation of IBM automi: tic 
classifying and tabulating ma- 
chines in the Iron Age offices here. 

Queries from individual manu- 
facturers or their advertising agen. 
cies on product applications end 
opportunities are made the basis 
of special studies to serve all in- 
terested concerns. Some become 
the subject of articles in the pub. 
lication. 

Recent studies, for example. 
have covered the markets for such 
products as magnesium ladders, 
penetrating oil, stampings and 
forged steel rings. 


First Industry-wide Study 


The most noteworthy of them 
was the first industry-wide an- 
alysis of steel consumption by 
/metal-working plants on a state- 
‘by-state basis. This was occa- 
|sioned in part by a manufacturer 
| who conferred with Iron Age on 
| the problem of selecting a site for 
an additional plant, Mr. Johnson 
Driggs in summarizing the findings 
| in an article in the publication’s 
annual review number on Jan. 2. 
| Although the Iron Age research 
'program recently has been ex- 
/panded, it has been going on for 
lyears.. In 1986 the publication 
classified and coded into 150 homo- 
‘geneous groups all the metal- 
working plants which were then 
subscribers, with basic data about 
them. These data were then 
punched into punch cards and list- 
ings run by IBM for use of the ad- 
vertising sales staff in showing the 
quality and coverage of circula- 
tion. This, Mr. Johnson said, was 
“the first application of punch 
cards for direct sales work in pub- 
lishing.” 
| The publication also classified 
or grouped together all plants 
which had a common denominator 
in the form of a shop department 
/or shop operation. Thus the plants 
which operate stamping, produc- 
tion welding, electroplating, heat 
treating or forging departments 
were coded. In all, 24 departments 
or types of operations were re- 
corded. 

Manufacturers cooperate in an- 
swering Mr. Johnson’s question- 


naires, because they realize tnatf 


the Iron Age studies benefit all 
‘concerned with metal - working. 
‘He showed AA his current project 
concerning the use of a specific 
product (the name of which can- 
not yet be divulged) in the metal- 
working field. It brought a 40% 
response. 

Iron Age is now making a half- 
dozen such studies every month. 
Each usually involves mailings of 
2,000 to 5,000 letters. A 20% re- 
sponse is considered good. Only 


full replies are counted. Some re- § 


pliers even draw in sketches of 
their use of certain products and 
the types and sizes which they re- 
quire. 


WBIB Aired in March 


| WBIB, 20,000 watt FM station 
lin New Haven, Conn., owned ») 
ithe Botwinik Bros. and William 
‘Horowitz, will be on the air ») 
'March 1. Studios will be loca ec 
lin the Powell building, Ne™ 
| Haven, which will be renamed 

| WBIB building. Sol Chain is § 
/eral manager. 


| Goes to Donald Cooke 


Charlton Cowling has b* 
/named manager of the new °' 
| troit office of Donald Cooke, ! 
|New York radio station repre 
itative. The office has been opé 
jat 701 Penobscot building. 
|Cowling was formerly managé 
the Headley-Reed Company’s 
'troit office. 


Goodyear Ups Willmot 

F. G. Willmot has been 
pointed manager of tire sale 
the Goodyear Tire & Rubber C 
pany of Canada, New Tor 
He will continue to direct 
dealer development departme! 
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- ¢8$ men are people ... with problems. 

_ w their thinking. Talk their language. Help< | ean sac * 

ir problems. Watch your sales curves go: eich ll Stee Ning Peer 
: ; — 

es costs go down. ae | 


Nor i 


| Se Ost trermet sonal selling. 


j 


advertising is personal 


fact, sound business pap 
elling, in print. : 


Pe perseuen Setimee mmm plied by thousands of con- 
oreeeecenevememow cost. It’s personal selling a 
ieeeeeeeeeeeereecrersmes and reaches the executives For 31 years INDUSTRIAL MARKETING has fostered this . 2 
Who spective euyeorapprove the products you sell. fundamental principle of specialized selling and advertising to a 

4 business and industry . . . the basic sales idea of the business 


Busiessspeperstaeto presidents, treasurers, engi- press. 

Heer euremeeimeeer ents, salesmen or dealers. They 

aie ee emewememant to reach, in the markets you Not all things to all people. INDUSTRIAL MARKETING 
lect. Bs Meeeeweur customers and prospects on is a primary working tool for the management, sales and 
their jobs. : 


advertising men who sell to business and industry. 


No other publication duplicates its pioneering, specialized 3 

| editorial service, its editorial coverage. 

| See dustry invested $178,000,000 

(SDSS) in this basic sales idea: That’s why business papers consider INDUSTRIAL 
: MARKETING their primary promotion medium. Why, year 


personal selling after year, they place more pages, more inches, more lines of 


business men 
on their jobs E 
> terms of their inter. 
at ee cs | 
thr OG ies emer ak vertising. 


print : advertising in INDUSTRIAL MARKETING than in any 
a other marketing, sales or advertising publication. 
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@ AGENCIES, MEDIA, GRAPHIC ARTS 


Would you like to know what 250 companies are the largest ad- 
vertisers in business publications? What advertiser placed 17,927 
pages of advertising in business publications in 4% years? Write 
Hal Burnett, editor, Industrial Marketing, 330 W. 42nd St., New 
York 18, or 100 E. Ohio St., Chicago 11. Ask for “250 Leaders.” 
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Grade Labeling Is Here ‘ 


There is still a great deal of dis- 
cussion, especially in food circles, 
about the merits of, and the dan- 
gers of grade labeling, and how to 
stave off its imminent appearance. 
The discussion somehow seems to 
overlook the fact that grade label- 
ing can no longer be discussed as 
something that is on the horizon 
in the canned goods field; it has 
already arrived. 

The situation was indicated by 
the A&P announcement, reported 
in these pages last week, that the 
giant food chain is extending its 
grade labeling program to “every 
one of its own brands of canned 
fruits and vegetables for which 
government standards have been 
established.” Even more indica- 
tive, perhaps, was A&P’s revela- 
tion that, from the fall of 1934, 
when it first 


the chain organization sold a bil- 
lion and a half grade-labeled cans 
of food and another 285,000,000 
cans of fruit graded “fancy” or 
“choice.” 

A billion and a half cans of 
grade-labeled food in a_ seven- 
year period is not a startlingly 
large figure, but it is large enough 
to indicate that grade labels on 
canned goods can no longer be 
completely unknown to A&P cus- 
tomers. When other grade labeled 
canned goods which have been 


sold are also taken into account, it | 


seems perfectly safe to assume 
that very nearly every American 
family has been exposed to grade 


introduced grade. 
labeling, until November of 1941, | 


|labeled merchandise through pur- 
chase, and A&P’s extension of the 


grade labeling procedure is certain | 


to bring grade labeling to the fur- | 


ther attentiod of the American | 


housewife. 


In view of A&P’s position, it is 
interesting to note that the com-| 
business has | 


pany’s grade label 
been divided, over the years, in a 
rather peculiar manner, with far 
more than half the total volume 
consisting of grade C merchandise, 
the vast bulk of the remainder be- 
ing grade A, and scarcely more 
than 1% of the total being grade 
B. Even more interesting, how- 
ever, is A&P’s obvious belief that 
A, B, C grades alone are not 
enough. 

“The labels now appearing in 
A&P stores in ever - increasing 
numbers contain much more than 
grade designation alone,” the com- 
pany says. “They conform to the 
modern conception of ‘informative 


labeling’ because they feature a) 


new panel of the type suggested 
by the National Consumer-Retailer 


Council,” showing the meaning of | 


the grade, product specifications, 
and product type and style. The 


panel also covers can size, amount | 


of net contents, number of serv- 
ings, and other grades in which 
the product is available. 


| It seems as though the consumer | 


is going to get more product infor- 
mation on labels, one way or an- 
other. We still don’t believe it 


makes too much difference how 


| she gets it, as long as she does. 


The NPA Expands Operations 


For many years the National 
Publishers Association, represent- 
ing periodicals of all types—gen- 
eral magazines, farm publications, 
business papers and others has 
performed a number of useful and 
important services, but in a some- 
what restricted field of activity. 

Now the organization has de- 
cided to expand its operations and 
its services broadly, and this de- 
cision was signalized by the con- 
ference of the organization held in 
New York recently. Instead of the 
traditional rather 
thousand or so 


small, prosaic 
mem- 
bers gathered for a full-scale con- 


looked 
problems of 


meeting, a 
ference which 
into the 


and of the economy 


searchingly 
publishing 
in general. 
Expansion of the functions and 
services of the National Publishers 
will be 


Association welcomed by 


publishers, should 


also be welcomed by the business 


periodical and 


community as a whole. The num- 


ber and variety of problems facing 
the publishing industry has never 
been greater than it is now, and 
cohesive, intelligent action will be 
more useful and more necessary 
than ever. The business commun- 
ity and the public at large also 
have an important stake in the 
collective wisdom and coordinated 
operation of the periodical pub- 
lishing business, since periodicals, 
along with newspapers, radio and 
other avenues of mass communi- 
cation, must function at the high- 
est level of efficiency if 
they are to perform their essential 
functions of implementing the op- 
eration of the mass consumption- 


possible 


mass production system. 

In such a situation, an organiza- 
with broad roots and large 
membership, and willing to 
undertake the solution of problems 
of mutual interest concern, 
can and should fulfill a highly use- 
ful function 


tion 
able 


and 


—Point Magazine. 


Retort Perfect 

A friend of ours, a hard-working 
agency man, was sitting down in 
a session with the client, and the 
‘client was picking apart a piece 
,of copy. 

On the whole, the client was 
|very happy with it, he finally de- 
cided, but he had one reservation. 
_ “Now in this headline,” he said, 
“it says here ‘High Road to Hap- 
piness.’ Don’t you think there 
‘ought to be quote marks around 
High Road?” 
| Another man from the agency 
was present, and he and the client 


| 


to Malta and Alexandria were 
pounded mercilessly from the air, 
while the rock lay like a sleeping 
lion, miles to the westward. 

So Prudential’s “symbol of se- 
curity,” which is “associated in 
men’s minds with strength, secur- 


ity and impregnable protection,” | 


is a comfortable, but inaccurate 
idea. In the age of the guided 
missile, 
The Bomb, no granite gun gal- 
leries can be of much protection. 


Riches to Rags Note 
On the 115th anniversary of 


discussed the quote marks while |Horatio Alger Jr., a poll taken 


our friend gazed dreamily around 
the office. Finally the _ client, 


'turned to our friend: 
“What do you think?” 


| 


‘noticing he hadn’t said anything,| Was practically unknown. 


among boys and girls aged 8 to| 
14 in New York revealed that he | 


Less 
than 1% had read any of his 
books. The Children’s Aid So- 


“J think,” our friend said con- ciety, which sponsored the sur- 


cisely, “just what I’d think if the | vey, had a certain kinship with | 


quotation marks were in and you 


were asking me if they should be | Newsboys’ 


taken out.” 


Cast Off 


Socony-Vacuum Oil Company’s 
marine sales department has put 
out a neat guide for the unwary 
who have always wanted a boat, 
and now have the jack to buy one. 
Called “All At Sea,” the book 
presents a fictitious Miss Plimsoll, 
one of those reprehensible char- 
acters who is always right. In 
this case Miss Plimsoll takes a 
cruise with a brand new captain, 
jand her conversations with him 
‘are carefully indexed to pages of 
beer book where the company has 
laid out the A-B-Cs of engine 
| maintenance, rules of the road, etc. 


Solid as the Rock 

This year one of the symbols 
|of normal living returned, when 
the Prudential Insurance Company 
resumed using its huge 
tion of the Rock of Gibraltar, in- 
stead of the little cut down by the 
signature. 

Probably no cliché is so firmly 
set in our speech as “Solid as the 
Rock of Gibraltar,” yet looking 
back over the war it seems clear 
that none of us was really banking 
on the rock. True, the rock was 
one end of the bottled Mediterra- 
nean, as Suez was the other, and 
between them they contained some 
of the bitterest fighting of the 
war. Yet planes swept over the 
rock with impunity, and convoys 


| 
| 


Alger, who lived for years at its 
Lodging House, the 
club which the CAS founded in 
1853. 

We don’t know exactly what 
moral to draw from this, except 
that obviously a generation nur- 
tured on Buck Rogers, Terry and 
Superman is bound to be different 
from one reared on Ben Webster, 


the Telephone Boy, or Bound to| 


Win. \ 

The report showed that only 
about 60% of the children read 
books, whereas 95% read maga- 
zines or listened to radio stories. 
Most of them listed comic books 
as their favorite fare. Asked to 
pick an ideal, boys ranked Joe 
Louis, Babe Ruth, Joe Di Maggio 


and Mayor O’Dwyer as favorites, | 


with girls choosing Ingrid Berg- 
man and Sister Kenny. 


Jottings 
Mayor Davis L. Lawrence of 


|Pittsburgh has been designated as 


illustra- | 


America’s most radio-active mayor 
by the city’s five stations. It is 


hoped that the printers watch that 
hyphen. . . 
Stardust, Inc., has started a 


major 
Life- 


special radio drive in 41 
markets for its Stardust 
Insured bras. Odd name... 
Arithmetic Department—M-G-M 
used the headline ‘60,000,000 Press 
Agents” for “The Yearling” ads, 
but the copy says: “It is estimated 


that 56,000,000 people ... go to 
the movies regularly.” What’s 
four million in Hollywood? Or 
Washington... 


the proximity fuse and | 
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The following documents may >}¢ 
secured without charge from co: - 
panies sponsoring them, or throu zh 
| ADVERTISING AGE, by any natio)al 
advertiser or advertising ager cy 
executive writing on his business 


letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 
Ill. 


No. 2749. Food and Drug Store 
Route Lists. 

The Philadelphia Evening Bil- 
letin has published revised route 
lists covering 5,379 food stores 
and 1,670 drug stores. Each of 
the two booklets contains data on 
population make-up, number of 
dwelling units, etc., for each of 
seven areas in the city. 


No. 2750. The Busiest Little Guy 
in Canada. 

He’s the Toronto Star’s delivery 
boy, who decorates the pages of 
this detailed study of the Star’s 
circulation. Replete with maps 
and tables, the analysis shows the 
|newspaper’s coverage of major 
|cities and towns, its policies and 
growth, and market data for 
greater Toronto. 


No. 2751. Six Years with 
Fawcett Reader Forum. 

This six-year summary, issued 
by Fawcett Publications, high- 
\lights the Fawcett Beauty Reader 
Forum reports, 1940-1946, pro- 
|viding an over-all picture of the 
trend in beauty habits of readers 
of True Confessions, Motion Pic- 
ture and Movie Story. The Forum 


the 


is a group of more than _ 1,000 
i'typical readers’ selected from 
women who have written the 


beauty editor for help or advice, 
and the list is compiled to parallel 
Fawcett Women’s Group circula- 
tion geographically and according 
| to city size. 

_No. 2717. Advertising Builds Con- 
sumer Acceptance for a Prod- 
| uct. 

In this folder, House Beautiful 
holds that “all consumer markets 
do not represent equal opportuni- 
ties for any given market.” “Log- 
ical markets,” the booklet says, 
“are made up of people who have 
the capacity for making full use of 
the product and who have the 
money with which to buy it.” 
Charts indicate who has the 
money, where savings are concen- 
trated, and how House Beautiful 
readers stack up as a market. 


No. 2745. Test Town U. S. A. 


The South Bend Tribune has is- 
sued this market data booklet full 
of facts on population, - buying 
power, retail sales, employment, 
distribution and newspaper cover- 
age in the South Bend market. In 
describing the city as “everything 
you need for decisive tests,” ‘he 
booklet points out that the muir- 
ket—defined by ABC as all of 
Elkhart, Marshall and St. Jos: ph 
Counties and parts of La P.-te 
and Starke Counties in Indi: 14, 
all of Cass and a portion of F -T- 
rien County in Michigan—i: 4 
“perfect cross section of Amer 2 
industrial-agricultural structur: .” 


No. 2700. Route List. 

| The Sacramento Bee has is: °4 
\this route list, which contain 2 
route and street map of the Sa 
|mento metropolitan market a 
|highway map of the city’s 
|county market, with a 96-page 
of grocery, drug and variety st 
The list includes information 
the dollar volume of the mar &, 
executives, buying hours and te ™- 
tory covered by local wholesa ‘*: 
chain and supermarket data, pc 
lation, etc. 
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may »e 
n CoO!n- 
hrou zh 
ational 
agericy 
usiness 
RTISING 
ago |1, 


J Store 


g Bul- 
i route 

stores 
ach of 
data on 
iber of 
2ach of 


tle Guy 


lelivery 
ages of 
> Star’s 
1 maps 
ows the 

major 
ies and 
ita for 


ith the 
nr. 

, issued 
. high- 
Reader 
6, pro- 
» of the 
readers 
on Pic- 
> Forum 
n_ 1,000 
1 from 
ten the 
advice, 
parallel B 
circula- 
ccording 


Norse te & 


A bandoned street car or palatial palace with swimming pool — it’s home to 


some Angeleno. Yet the tremendous shortage of homes is just one 


lds Con- 
a Prod- & 


seautiful 
markets 
portuni- 
Se “Tog- 
et says, 
rho have 
ill use of 
ave the 
buy it.” 
has. the 
concen- 
3eautiful 
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measure of the extraordinary growth of this area. Industrial payrolls are 
up 175% since 1939 and aggregate incomes almost doubled! 


Los Angeles County is America’s Fastest Growing Major Market—and the 


_ A. 


iclet ¢ il Los Angeles Times is its Number One home-delivered newspaper. 
) A 


buying 
loyment, 
r cover- 
irket. In NOTE: 
ts.” the Due to the newsprint shortage and our primary obligation to supply our growing list of readers 
sts,” tl 


a complete summary of the news—we must continue to ration advertising space for the present. 


a LOS ANGELES 
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| blanket factory at Pendleton, Ore. 
All ads in these three campaigns 
will be in two and four colors and 
will appear in Esquire, Holiday, 
|House & Garden and True. 

In addition there will be a 


R. S. Solinsky Heads | 
Can Manufacturers Inst. | 


Robert S. Solinsky, president of | 
Cans, Inc., Chicago, has _ been) 
elected president of the Can) 
Manufacturers Institute, New) 
York. Mr. Solinsky served as chief | 
of the can section, WPB, in Wash- | 
ington during 1942 and 1943, and 
was elected to the institute’s board 
of governors in 1943. 

Officers reelected are H. Ferris | 
White, executive vice-president, | 


el Pendleton Mills 
m e roauction } « 
Vcoliibine for Adds New Lines, 


SPOT ANNOUNCEMENTS Doubles Budget 


SHOWS « BANDS ¢ AIR CHECKS | Porrtanv, Ore. — Pendleton strong business paper sumpolan 

Woolen Mills, maker of woolen |opening with announcements for 

LINE CHECKS and Beers wear, will during 1947 spend | the new shirt and lounging robe 

approximately double its 1946 ad- lines. This advertising will ap- 

_vertising budget in four separate |pear in March issues of Apparel | 

‘campaigns which will appear in|Arts, Men’s Reporter and Men’s 
national consumer magazines. Wear. 


everything you need 
for your radio work 


Chicago's Largest 


Advertising Age, February 3, 1 }47 


PR Men to Launc) 
Seminars on Filn\s 


WASHINGTON—The Curtis F pb. 
lishing Company’s film, ‘‘Maga_ 1; 
Magic,” will be screened at he 
first of six seminars which he 
American Public Relatiogs A 3o- 
ciation is holding here, gin) ng 
Feb. 5, to inform public felat ns 
executives on the use of mo ion 


Four-color copy in Collier’s and 
|The Saturday Evening Post, plus | 
two-color copy in Field & Stream, | 
|Outdoor Life and Sports Afield, 
| will be used in the main campaign, 


Independent Studio 
State 5635 


eo 

versa. 

RECORDING CORP. 
42nd floor 


20 North Wacker Drive 


Amb. 2142 @ Chicago 6 @ State 5635 


|Omaha, Neb., plant; slacks and | 
\frontier clothes from the Los An- | 
geles plant, and sports robes and | 


blankets made in the company’s! 


Botsford, Constantine & Gard- 
ner, Portland, is the agency. 


‘Universal Names Grey 

: . New 

|'which is concentrated on men’s; York, has moved its advertising 

wool shirts. The other three drives | account on Djer-Kiss and Mavis | 

will be for men’s wool eee Se & — 

‘robes, made in the company’s new | 8° Grey Advertising Agency, New 
pe 4 | York. Marie Wilson has been pro- | Executive offices, including actual | 


Universal Laboratories, 


moted to advertising manager of| space and time buying, remain at | 
the company, succeeding Leonard|10 Rockefeller Plaza, and the rest | 
Harrison, who will announce his! of the media people have moved 


plans shortly. 


‘and Clifford E. Sifton, secretary- pictures in their public relat ons 
‘treasurer. Gorden Cole continues | and advertising programs. ; 
|as advertising director. Supervised by Pat Powers, | ey 
_ York film consultant, the we: kly 
3 |'meetings will cover such de‘ ails 
Splits Agency Staff | as the relationship between s; on. 
Sherman & Marquette’s New | Sor and producer, costs, and ef‘ec. 
York office has divided its execu-| tive distribution. 
tive and production departments; The last of the seminars 


; ; will 
from its media and research group. | pe devoted to television, 


including 
|special events coverage, special 
productions and a general discus- 
sion of television in public rela- 
\tions programs. 


‘to 385 Madison Ave. 


FOR DETAILED 
REFERENCE DATA 


CONSUMER 
MARKETS EDITION 


Stee 


Represented Nationally by 


THE KATZ AGENCY, INC. 


NASHVILLE 


g LOUNTRY STORES 


CITY SALES 


Over 28 million dollars in annual sales— 


that's the total volume of general stores in 


the Nashville area. . . 


rich rural market make as good sales pros- 


pects as their city 


reach? Not when WSIX effectively covers 
the Nashville market area. .. And audiences 


in both city and county are attracted by 


the variety of top-rated shows broadcast 
over WSIX. 


— x = : 


| Designed as work sessions, the 
/seminars will bring writers, pro- 
ducers and sponsors of successful 
films before the public relations 
men to relate the pitfalls of film 
production and the exploitation 
possibilities of films. 

In addition to screening the 
Curtis film at the opening session, 
Mr. Powers will introduce Pau! 
Thoma, producer of the film; E. H. 
‘Ulrich, Curtis director of public 
|relations, and Don Brennan, man- 
‘ager of the Curtis motion picture 
and speakers bureau, to tell their 
impressions. 


Includes Costs, Budgets 


Other sessions will be devoted 
to “Planning the Industrial Film, 
|“Producing the Film” and “Com- 
|plex Problems of Production.” 
These sessions will cover coordi- 
nation of films with other media 
costs and budget, retakes and 
other details. 

As they are set up, the sessions 
|are intended to eliminate the im- 
| pression of “glamour” surrounding) 
films, Mr. Powers explains. “Ac-f 
|tually the production of a good 
'educational or promotional film 
'closely resembles the production 
of a good sales brochure,” he says 

One session of the seminar, de-f 
voted to “Distribution,” will show} 
“How to get the full value out of 
| your film investment,” reviewing 
|the various outlets where films 
/ean be profitably screened. 

' Proceeds for the Washington 
series are to go to the awards 
| fund for the annual public rela- 
‘tions awards which APRA will 
|give at its convention in New 
York in April. 

| The series may be copied by 
‘other APRA groups in New York 
and elsewhere where there is wide 
interest in films. 


And the buyers in this 


pane 7 em mS 


cousins. . . Harder to 


Grawoig Adds Division 


I. G. Grawoig & Associates, Chi- 
cago, management consultant, as 
|established an industrial and pub- 

lic relations division under the di- 
/rection of Philip Lesly. 


‘Kimmel to Macfadden 


| Esther Kimmel has been 4p- 
| pointed director of home econo! | ics 
of Macfadden Publications, © ew 
York. 
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—one of a series to show how advertiser and agency executives 


ars, Ivew 
; weckly 
Y details 
sn spon. 
nd effec. 


are increasing their sales and profits through the use of sound 


radio research. 


ars will 
ncluding 
special 
1 discus- . e e | Mf 
ee — if you believe tough selling is on its way, 
ions, the 
ers, pro- 
uccessful 
relations 
s of film 
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here’s something to think about— 


ning the 
Z session, 
ace Paul 


“<The Case of the Arrow that failed of its target” 


n picture 
tell their 


gets 


» devoted 
al Film, 
id “Com- 
duction.” 


r coordi-Ml| 4 "4 Sponsors are now shooting single “arrows” that cost 
dia . , 
or media = as much as $30,000 (net time and talent). So it becomes 
\ 


important to know whether families who listen to your 


Programs are arrows you shoot at your market... 


In pleasant contrast another advertiser, facing a sim- 
ilar problem, made the right and profitable program 


| 


choice — because NRI service gave him all the nec- 


2 sessions / 

— as | program are the ones from which you could develop essary facts about the brand and commodity usage 
‘e Bad the greatest volume of sales—the families most vital of the families comprising each program's audience. 
0 to your entire competitive sales strategy. It’s just this simple—as you miss He knew exactly where his own sales efforts were striking—where each 
Porgy 4 your market, you waste your dollars. competitor was exerting greatest effort—and where each competitor was 
ring hore | most vulnerable. His arrow sped straight to its mark. 


reviewingyy In this case the sponsor, manufacturing brand “A” with an opportunity to 
“1 4 2 choose between two programs, selected No. 1 —on the basis of ‘executive 
green judgment,” supported principally by guesswork. What he did not know is 
— yer shown in the chart—that program No. 1 directs the bulk of his selling 

in’ New 


Here is another example of how NRI data are reveal- 
ing both marketing opportunities and the steps to take 


in order to capitalize these opportunities. 


impacts against families already using his brand ‘‘A.”’ 


‘opied by 
Jew York 
re is wide 


Our experienced service executives can begin to help 


(This vital information, in respect to all network-ad- 


vertised products, is available continuously through NRI you get the most out of your radio dollars. 


a . . 
. P . , id W welcom r inquiry. 
service, which takes physical inventories in a cross sec- e'll welcome your inquiry 


7ision 
ates, Chi- 
Itant, has . , 
and p - was desirable that this advertiser devote reasonable effort toward keep- : 
er e 


BRAND 
asl PROGRAM 1 ysen «PROGRAM 2 


ing his present customers sold, his marketing situation required —if in- 


tion of typical homes from coast to coast.) While it re ee 


den creased volume was to be obtained—a heavy sales impact in homes not ane 
b ip . . . . . Minho 
scone: ics! already using his brand, i.e., homes using the competing brand and homes 
ons, -‘eW , ° 

not yet using the commodity at all. ‘omnes 


Since the selected program (No. 1) failed to deliver a strong impact 


BO (| against such homes, this advertiser's “arrow” failed of its target. 


— Nielsen Radio Index—a complete and accurate research service which provides, 


= °n a continuous basis, the vital facts needed in solving the problems and capital- 
— izing the opportunities of programming, time buying, and time selling in radio. 
DITIO! 


emo BA €. NIELSEN COMPANY, 2101 HOWARD STREET, CHICAGO + 500 FIFTH AVENUE, NEW YORK 


WORLD’S LARGEST MARKETING RESEARCH ORGANIZATION 
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Joins Boyse-Bradford 


Earl Stephens, formerly in the 
advertising department of Carbo- 
loy Company, Detroit, has been 
named an account executive of 
Boyse-Bradford & Associates, Sag- 
inaw, Mich. 


Names Seidel Agency 


Seidel Advertising Agency, New 
York, has been named to handle 
the advertising of Milady Scarfs, 
Inc., New York. 


Tucker Seeks 
3,000 Dealers 
for Torpedo 


Cuicaco — Tucker Corporation, 


| which late last year went through 


a stormy battle with the National 
Housing Authority to retain pos- 
session of the Dodge-Chicago plant 
where it could make the Tucker 
|Torpedo rear-engine automobile 
(AA, Nov. 4, 1946), is setting up 
nationwide sales forces for the 
product. 

_ Fred Rockelman, vice-president 
'and director of sales, said that the 
|company expects to have about 
3,000 competent dealers financially 
able to handle the Tucker fran- 
chise in major trade areas 
| throughout the country. The sales 
price of the Tucker franehise is 
based on $20 per car with the 
average number of cars per dealer 
/per year set at 100. With the 


|dealer taking the franchise on the 


two-year basis now offered by the 
company, he pays $4,000 for the 


privilege of selling Tucker Tor-| York, will appear soon in about 
pedos. 50 “secondary” cities to attract 
The company now has about 10|dealers. Distributor franchises 
‘distributors who have in some |have already been signed for trade 
‘eases signed dealers, so that the | areas such as Milwaukee; Aurora, 
total dealer estimate is now reck-| Rockford and Moline, Ill.; Daven- 
‘oned at more than 100. Retail |port, Ia.; Erie, Pa.; Los Angeles 
price of the car has not yet been | and Southern California; North 
released although estimates orig-|and South Carolina; Colorado; 
inally ran from $1,200 to $1,800. West Virginia, and other areas. 


Distributors pay for their re- 
tail dealer franchises on the same GM Elects Hughes VP. 
Frederick G. Hughes, general 


basis as dealers, but the contract 
manager of General Motors’ New 


is for a five-year period. Con- 
tracts, the company declared, do| nenarture division, Bristol, Conn., 
has been elected a vice-president 


not call for extensive display or 
service facilities until deliveries | of General Motors Corporation. 
of the new automobiles are sched- ———_—_—__—— 
uled. Dealers will not be ex- 
pected to handle large quantities 
of parts, the company said. Parts 
damaged by minor accidents or 
collision will generally be re- 
placed rather than repaired, Mr. 
Rockelman declared, and he added 
that the company is _ offering 
\“package” service on Tucker en- 
gines. 

Copy placed by Henry A. Lou- 
don Advertising, Boston and New 


Ward Names Simon 


Gil Simon, formerly promotion 
manager of Warner Bros.’ radio 
station, KFWB, Hollywood, has 
been named manager of the Holly- 
wood office of Jim Ward & Co. 


Joins Henri, Hurst 

Kay Magnor Mayer, formerly 
with Earle Ludgin & Co., has 
joined the copy staff of Henri, 
Hurst & McDonald, Chicago. 


“There’s a good dealer 
in Memphis” 


“He’s the type man we want. He’s 
got a good reputation as a plugger 
and his credit rating is high.” 


Toaay, good dealers in every city are being 
wooed by sales managers. Wooed and won 
when they’re offered the type of sales help that 


brings business right to their doors. 


Trade Mark Service in the ‘yellow pages’ of 
the Telephone Directory is that type of sales 
help. In Memphis ... or any city or town... 
Trade Mark Service leads your customers right 
up to your local dealers, distributors, factory 
branches or representatives. Your trade-mark 
in the ‘yellow pages’ ... over their names... 


is a natural selling combination. 


So remember to use the advantages of Trade 
Mark Service to your advantage in securing 
good dealers. It’s a well-known local 
sales help that’s bound to impress 


them. And itll help make your 


wooing .. 


. winning! 


For further information, call your 
local telephone business office. 
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‘Fortune’ Sees 
Business Down 


but Profits Up 


Fewer Strikes, Higher 
Wages, Steady Prices 
Noted in Roper Study 


New YorkK—Although more than 
half of the executives surveyed by 
Elmo Roper & Associates in For- 
|tune’s management poll for the 
February issue expect “a general 
|downturn in business” this year, 
159% believe that their own profits 
will be as large or larger than in 
| 1946. 

And while 44% believe that 
|prices generally will decline dur- 
‘ing 1947, only 15% now expect to 
lower their own. 

Fewer strikes and higher wages 
ber anticipated. 

The questionnaire was mailed 
to 30,000 executives in manufac- 
ituring, “commerce,” transport, 
‘utilities and finance. To the ques- 
tion, “In relation to sales are your 
inventories for the season normal, 
above normal, or below normal?” 
41% of retailers and wholesalers 
said they are above, 28% normal, 
and 31% below normal. Restock- 
ing, Fortune commented, “appar- 
ently is now complete, or may be 
indeed somewhat overdone.” 

Although 46% of hard-goods ex- 
ecutives expect higher profits in 

1947 than in 1946, 55% of retail- 
ers and wholesalers of soft goods 
think their profits will decline. 
Large backlogs in such products 
as automobiles and electrical ap- 
pliances are one factor in “hard- 
goods” optimism. 


More Labor Available 


Sixty-five per cent of the ex- 
|ecutives see an easier supply of 
skilled labor and 78% a greater 
Supply of unskilled labor. About 
70% expect that raw materials, 
/parts and components, and new 
|machinery and equipment will be 
;easier to get. However, 46% be- 
lieve that cost of their materials 


|will be higher, 23% about the 
same, and 29% less, with 2% 
making no estimate. Sixty-one 


per cent think that their own 
labor costs will be higher, and 
33% said they will be about the 
same. 

On prices, there was some dis- 
,crepancy between over-all and in- 
dividual outlook. Thirty-four per 
cent foresee an increase in prices 
in general but only 32% in their 
own prices; 20% expect no ap- 
preciable change in prices in gen- 
eral, and 50% no _ appreciable 
change in their own, and 44% 
predict a decrease in prices in 
general but only 15% in their own. 
A small group in each case would 
make no estimate. 

“But even with their own prices 
as a criterion,’ Fortune says, ‘a 
majority of management take ‘he 
position that inflation will not in- 
crease.” 

More than half (58%) of the 
executives “expect to see an ©¢x- 
tended major depression. wth 
large-scale unemployment in 
next 10 years,” but most of then 
believe that this will not c 
until 1949 or later. 


a 


o > 


Joins Tucker Wayne 
Ernest Camp Jr., formerly ©" 

advertising executive for sev« 

manufacturers in New York, 

joined the staff of Tucker Wa 

& Co., Atlanta. 


Names Rodgers, Weld 


John B. Rodgers and Willis 


> 


Weld, account executives, h: ve 
been elected vice-presidents 
Fensholt Company, Chic: 20 
azvency. 
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Classified Admen 
Conduct Charter © 
Meeting in South 


ATLANTA—The- “great public 
market” offered by newspapers’ 
classified advertising came in for 
concentrated attention here Jan. 
96-28 at the charter convention of 
the Southern Classified Advertis- 
ing Managers Association. 

Classified advertising managers 
from 14 southern states attended 
the three-day meeting at the Bilt- 
more Hotel, with a total of 65 ex- 
ecutives registered for the various 
sessions. The expanded group 
formerly was known as the South- 
eastern Association. 

One tribute to the medium came 
from Loyal Phillips, advertising 
director of the New Orleans Item, 
who said that “classified adver- 
tising sections of newspapers pro- 
vide a great public market with 
no middlemen, where people meet 
each other for free trade.” Term- 
ing the papers’ classified sections 
second only to editorial sections 
in reader interest, Mr. Phillips 
said that “in want ads we see a 


picture of how Americans live and 
die.” 


An Open Forum | 


The convention was _ presided 
over by Wayne Moores, Charlotte 
Observer, and was conducted as 
an open forum, enabling the group 
to discuss and analyze questions | 
pertaining to the handling of | 
classified advertising pages. 

Harry L. Siegel, owner of East- | 
burn & Siegel, Atlanta agency, | 
outlined the advertising program | 
now being supervised for the U. S. | 
Army recruiting campaign in be-| 
half of the Seventh Army. 

Mr. Moores was reelected presi- | 
dent of the association. Other offi- | 
cers named include: Ist vice-| 
president, James B. Martin, Mail, 
Charleston, W. Va.; 2nd _ vice- 
president, Walter Lehmann, San 


secretary-treasurer, Wayne Pitt-| 
man, News and Piedmont, Green- | 
ville, S. C. New directors are- 
Mack Smythe, News, Jackson, 
Miss., and Lyman Mallard, Tampa | 


| Tribune, who will serve with two | 


holdover directors, Evelyn Lam- | 
bert, Raleigh News & Observer, 
and Harry Judges, Richmond 
News-Leader and Times-Dispatch. 


Jessyca Russell 
Hangs Out Shingle | 


Jessyca Russell, for three years | 
feature writer, New York editor 
and promotion director for Maga- 
cme Digest, New York, has re- 
signed to form her own organiza- 
tion, Jessyca Russell Enterprises, 
at 47 W. 56th St. 

The organization will consist of 
two separate enterprises: Promo- 
hon Gimmix Unlimited, a _ sales, 
merchandise and news promotion 
advisory service for industrial ac- 
counts, and Writers Newsletter, a 
four-page photo-offset bulletin re- 
garding professional writers and 
literary agents, to be published (at 
$5 for six months) the 1st and 15th 
of each month, commencing 
March 1, 


Emerson Radio Appoints 
Weisser Sales Manager 


Emerson Radio & Phonograph 
Corporation, New York, has pro- 
moted Charles O’Neil Weisser 
‘rom sales promotion manager to 
aes manager of the company. 
Except for two years’ Army duty 
aS a first lieutenant, Mr. Weisser 
‘as covered the West Coast ex-| 
“usively for Emerson as western | 


“lvisional manager since 1936, 
vith Los Angeles headquarters. | 
“or the 10 years previous, he was | 
vestern divisional manager for | 
Atwater Kent. | 


WBT Names Byerly | 


Keith S. Byerly, formerly with 
dugh A. Deadwyler Advertising, | 
c_ttlotte, N. C., has been named | 
~arolinas sales manager of Station 
WBT, Charlotte. 


In textiles building a brand re- 
quires continuous trade advertis- 
ing. Here are six of hundreds of 
brands that are advertised regu- 
larly in DAILY NEWS RECORD. 
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Sellers’ Market in Textiles HOLDERS APPROVE Yule Retail Volume 
For 1947 Seen by ae inte Rises in Key Centers 
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The avalanche of “ersatz” textile products, during 
the war years, has made brand-building the most 
important task of the years ahead. Confidence must 
be rebuilt. Reputations must be protected. The trade 
must be re-sold! 

Brand-building in textiles, men’s wear, boys’ wear, 
and domestics, is a big trade job. Big... because 
every division of the industry, from raw material 
producer to retailer, must be sold. Big . . . because 
the industry is America’s second largest, with com- 
plicated ramifications in its merchandising alignment. 

But, intricate as the textile industry may be... one 
advertising medium provides complete coverage into 
the remotest corners... DAILY NEWS RECORD. That's 
why the RECORD carries the advertising of textile’s 
famous brands . . . on a schedule basis! 


News Record 


FAIRCHILD PUBLICATIONS @ 


FAIRCHILD BUILDING—NEW YORK 3, N. Y. 
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Personnel Shifted 


by Ad Council for 
lts ‘47 Campaigns 


New YorK—To carry out an ex- 
panded program for 1947, includ- 
ing three new campaigns on re- 
ducing the death toll from tu- 
berculosis, the “crisis” in educa- 
tion, and “Our American Heri- 
tage,” the Advertising Council last 
week reassigned three staff mem- 
bers. 

Jean Flinner, formerly assistant 
public relations director, becomes 
staff manager of the campaign to 
inform the American people of the 
“crisis” in education. She will 
continue to handle the council’s 
nurse recruiting campaign. Henry 
C. Wehde Jr., now director of 
graphics, will also take over Miss 
Flinner’s duties as assistant public 
relations director. Hector Perrier, 
who has been staff manager as- 
signed to the World Trade cam- 
paign, will handle the tuberculosis 
program. 

Allan M. Wilson, assistant to the 
president of the council, will be 
the executive responsible for the 
“American Heritage” campaign, 
which will be coordinated with the 
plans of Atty. Gen. Tom Clark for 
informing citizens of their rights 
and duties under the Bill of Rights 
and other basic American docu- 
ments. 


Agencies to Be Named 


Selection of volunteer agencies 
to draw up campaign materials 
and campaign coordinators for 
these drives will be announced 
later. 

Meanwhile, the council is ready- 
ing a new campaign guide for 
agencies and national advertisers, 
newspaper advertisements and car 
cards for space contributed to the 
council by the transportation ad- 
vertising industry on the 1947 
drive to reduce the death toll 
from traffic accidents. Radio and 
magazine advertising is also ex- 
pected to support this year’s drive. 

Last year, in cooperation with 
the National Safety Council, more 
than $1,000,000 worth of advertis- 
ing appeared in newspapers, 


magazines, radio announcements, 
car cards, outdoor and window 
posters. National Safety Council 


figures show that 1946 traffic fatal- 


Western Norty Carouina 


A State Within A State” 


Livestock Salos 


of The Asheville Yards Totalled 


$2,872,000 


in 1946. Just one of the ever-so-many 
sources of income making the diversified 
20-county 


ASHEVILLE 
Retail Market 


one of year round strength, with annual 
retail sales (Sales Management estimate 
for 1945) of 


$138,568,000 


An industrial-agricultural-resort empire 
thoroughly covered only by The Asheville 
Citizen and The Asheville Times. 
For Market Data, Address: 
ROY PHILIPS 
Advertising Director 
Representatives 
THE KATZ AGENCY 


| 


| 
| 


14% less than in the same period 
of 1941. 

The 1947 campaign, marking the 
second year of collaboration be- 
tween the two councils, will be 
aimed at home and farm safety 
as well as traffic dangers. Young 
& Rubicam, Chicago, succeeds 
Foote, Cone & Belding as volun- 
teer agency. Wesley I. Nunn, ad- 
vertising manager, Standard Oil 
Company of Indiana, will be cam- 
paign coordinator, and Mr. Wil- 


program. 


Cole & Chason Formed 


John Cole, who was formerly | 
with McCann-Erickson, New York, 


and for the past year has been 
vacationing on his Vermont farm, 
and Herbert Chason, for the past 
three years operator of his own 
agency, have formed a new 
agency, Cole & Chason, with offices 
at 24 E. 23rd St., New York. 


\ities in the first 11 months were|son and Helen J. Crabtree are| A ints Wesley Agen 
council staff managers for the | reo y Agency 


| The Glemby Company, operator 
‘of Sophia, American Yvette and 
|Frankel & Smith beauty salons in 
| 125 stores throughout the country, 
‘has appointed Wesley Associates, 
New York, as merchandising coun- 
sel and advertising agency. 


Benn Hall On Own 


Benn Hall has resigned as di- 
rector of public relations for 
Doubleday & Co., New York, to 
open his own organization, Benn 
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|Hall Associates, specializing ip 
public relations, publicity anq 
merchandising, at 114 E. 47th §. 
The firm’s initial clients include 
Coward-McCann, Creative Age 
Doubleday, Random House, and 
Reynal & Hitchcock. 


Heads IBM Sales 


International Business Machines 
Corporation, New York, has pro- 
moted Charles E. Love from sales 
manager for the western district to 
general sales manager of the com- 
pany. 


THE IRON AGE « HARDWARE AGE «+ 


“CAPITALIST: one who 
has capital available 
for employment in 
productive enterprises.” 


DICTIONARY DEFINITION 


DEPARTMENT STORE ECONOMIST * BOOT AND SHOE RECORDER * THE OPTICAL 


MOTOR AGE * COMMERCIAL CAR JOURNAL + THE SPECTATOR LIFE INSURANCE IN 


= sy ‘oe cae, : un ; bee: om , c 5 < is ee ee ¥ . ; ‘ : : ; Se ns We i 3 
Sai? 18 ee Adve 
gee i | 
ie eae u 
ice ) 
= Fir 
| ee re 
point 
1 » eine 
EN by J 
ait a er 
wil es ganiz 
AeA Funk 
ee | ee 
alae Jay 
dent 
aa  Pettir 
7 - name 
sail | | B yettre 
ee LLL LLL, — 
‘ 
a ] 
- | 
a | 
: } 
7 ae . 
an Pe re ae eS 
| a Sn ee ES geen ng ne EON 
| | By Cee stag eR ates Sh ce ees 
| A ae rk ee rey gagt, % fee emt + 
aon ¥ shh Le ESP eR Seon £8 4 ee ‘ 
os e = eee 4 gies es oe ery se a . : 
% ms Lae ae 3 es eS 
a Se, ema o up ie ee ; ree Prien alt et) Meee 
i. * : te ied on See EAS oh 
ee: bare! es dic hoaae ear i eo 
a ioc sdeeat ee ee on 
ae hw ee 
F eal s ue or eae 8 Pe Bi bao 38 Pa i EY Shibata 2 ae 
<= i ; ee a ee Reh rip at ze i Re SU 
ze = } i! ; diag SS ye . : # = 2 Ps : ‘- ae i 4 eva 
a | vs ee a eae : i, Pars ae Se 7 4 a Pail ee c sooh gf we “ 
| yee # ee ha ¥ ss § oa 4 ‘ Pe oP, Pi: sett 
| Moen g . Ee eo ee : ees oe edi a " 
: | . Si “3 A a ace eS ier Ce as Pies se 
a “s ee Oa ae . . te eo Se ee eae 
te tae ee Sree ae Beek — ok ¥ ‘ : 2 
ores: Mme Sie eek i ne - ee er tobe “3 ee th 
% fe ¢ = oe € 3 r. ie if ia ; ‘ pS gic San 
ao). i “ ol ae Yk z Y oa eae. 
le aa 5 _ a a a re ES a es i 7 
cot o i Si ee | PaaS - ‘8 / i a - 4 
. 2 bs . 2 # % oe ee re . 
aia | ¥ Meg d ¥ a: ae > & j 3 Fy 5 
mee Des | f ee a i es ate = pee * 7 4 i “th. 
‘ae eee : a RE ' e| / is nay ee 
coe a ‘ eS. oe: oe be ai SA 4) aa 
is ‘ ee . wae a 7 * | aes 
| — ai a Be 8". ere . i : is its 
Saati Red x ces ee, a x i ; ay Hak ee 
ie Me ONG et -— ° : i. 
7 | i es, Re | Ee al ; —_— = ‘ . eB i a. ; ee oe 
: ‘“aae t a a a a j Dy , ‘ 2 a f ete ag re. 
on ae ie es <f e i ite $ ' j 
- . ae ai Sane Shs ns RF a ee ee Oe : OR ecm e Tey ae . se : a ag 
TH 4 ; ?—— rr ining ~ PER I. ‘ Bois Pe rider > anys Bie: é et fe Be? ee ie 2 
ea | ‘Si - Co ee , : ee Z De ae 
kell | ~~ —— ~~ 
ey. at ae | ae a ia 
eat Ti | ae a a 3 
ee | | X< a Love Gown, a 
; ‘ al i a i * ee eee 4 ro a. * 
Pee tecen' | 2 x aes ot j~—™ ~~ i } 
we as | , fe. we Se . a ce. ° soe tings ee JF Ss . : 
en: | ——— e ~ Bayt > 
| (a es ms Oe vi 2 eg. ied f- - Bo “ ; ; é, y . . 
| P . Vo a : " J. > Ss oe! / if My Yeas 
si tte? a = wi Mis Sy Wi /i 
ae | | fk 2, hd. Ya 
a | Se ae xe Ah 4 
re et . ae “ 4 , (ft , “a / 
i? a tine eo eee 7 : ° oe} ff ; } 
4 | ce ee a aheer in , Ay 4 > Ww 7 
7 | cee ee 5 eS Pa — eo é 
= oi } Se Pie os. ee eee eae a ph tee : ‘fest Sf D YS et > 
a | ; iis TO caters sie . = a ee sf ; AP es 
4 | ’ q “pas ~ (+ i; ee se ie om Af, os ae | f ii 
“4 oa et, se SS F oe Ee” tae ot i ass ¥ _ ae he 
pe & oe: ee & . ie bea Bo iene: Ou Po: ee ty Lh, 4. J > 44 5a) 
; i <i os i Bog ae s€ re, i i it Cie ; : i a ae age We ff 4 , “~@ x 
F pk - “gece AY ae “ wh oe toe ee e ie x a gy. x 
a Re EXC teat oe aug Maes Me s Dies # EOS mae os ¥ i . ¥ tigen ‘ a /; ; : 
r by” ae WO Teemaes PAL wl Mh “ay eso aaa Pee al taper a, ‘he v 44 a 
‘ . 4 a ae eee "5 se 5 , ae ee Cae My : ea ey Lf am f F é. 
; oy > poe oa eg im aoe “ * ‘wEBD g of _ et Sey, :* a fT “ I. f me E 
; ss F a a eS ae a ¥ F " ret ‘ome : ‘££ = 
+ | Kas Piss, Pa ae se : en ¢ . eye ofl? . P Sct - 4 Me aia 2 f ss 
ait P é SSP ee areas, Sate : | ge F me ee Se. a d ae . aA : 
j al s r f eh te oe és. is 3 ee a: %, : a ge: i , % * 8 ss a ae 3 
Ee! : a 5 re AS aa "ae ’ & Ba A % ~ “oe en 
: i — aoa . be Saat x Sas Ge - * a gat ; a 
ie ea * Nas . Yee a Ses» ae iad 2 RESP iy tied pe EON resin in n 
| Ne ogee ¢ z —_ ‘. by 8 4 , Se. Se eS ; , i fis aso eee oa te te 
ore y ea eget ae ey 7 poe ea ¥ So Oe ¥ 
anil oe ee pc Aes ree Eoact 4s ay 14 1 ae at ita 
oe. | See ae Se rr ae bis 2 ie = %. 
rant ats ce * P i a & - ote ¥. oe ‘ me ge 2 ee 
os i r 2 “> wt i 2 Ls ne of Pro's y ; 2458 ce 
— = i a ws ot ae i. 5. & 
ie = F: ‘3 , wy is = pais = er eek *S Rae 7 out a j ‘ ; ; a 
Bisa ee 2 aS = hee Suan or) 4) ¥ i, 
rte Bee ; a aes A Beng ~ ws a. 
os" ees on a 3 Pe Pit. yf aa ee : Bye, 
= oF a. z oe 7 eee ” 4 3 
oo) an oS oe fo ae aes} es 
an ae Me a ae mn " 4 ts . a 
¢.7. Fy (ar, Y oe i t K % a 
3 } a hs Pt pl ay ho oa fe 
er ee. 4 j ee Be a” ei i} fe Bee 
eae - Le ew © te: pee rg & 
Pie se a P Pe a } 4 a SI 
- ; 
2 i ‘ | 3 : aa ° So ES ee 
a | |S “gee 
e Pha | ‘ e+ by og bs) * ae aa 
ee: ee si n a 1g — eae 
£ — e a 
=a nee | im ars os ‘ % ’ 
- ' 4 ee 
: | . | te Eg | 4 
| a } 
M1 > ee i 
and , rs j 
s tig Ms H 
es f ; | 
a tas 
: a 
L 
A S : | 
Morning —— ee | 
CITIZE Junda | 
*. [ 
‘ s 
Rr 4 ; . : f it 
y ty . ie +. a= may Pepe AX pen) Poe ; ae shee Sea: y, ae Sone y e. a we | eee i D a ore ix 5 a , . q 


3, 1947 


ing in 
Ly and 
47th St. 

include 
e Age 
se, and 


[achines 
iaS pro- 
mM sales 
strict to 
he com- 


—_—_—____ 


OPTICAL 
JRANCE IN 


Advertising Age, February 3, 1947 


Funkhouser Adds 
Five to Agency 


BALTIMORE—Several new  ap- 
pointments have been announced 
by Justin Funkhouser in a reor- 
ganization and expansion of Justin 
Funkhouser Advertising, Inc. 

Jay Wingate, former vice-presi- 
dent of Dorland International- 
Pettingell & Fenton, has been 
named media director. Richard 
Jeffrey, formerly director of ad- 


vertising of the Citizens League of 
Texas, has been named _ space 
buyer. 

Others appointed included Harry 
H. Wright, formerly in agency and 
radio representation work, named 
radio director and account execu- 
tive; Malcolm MacPherson, for- 
merly with Ralph H. Jones Com- 
pany, named director of public 
relations and account executive, 
and Dan Wright, formerly with 
Calkins & Holden and the war 
finance division of the Treasury 


Department, named to head pro- 
duction work. ° 

Last November Paul Cornell, 
former president of Geyer, Cor- 
nell & Newell (now Geyer, New- 
ell & Ganger), joined the Funk- 
houser agency as creative director 
and manager of the new branch 
in New York (AA, Nov. 11). 


Gets Men’s Wear Account 

Seidel Advertising Agency, New 
York, has been appointed to 
handle the advertising of the Na- 


tional Shirt Shops, coast to coast 
men’s furnishings stores. Current 
advertising plans are being con- 
centrated in the mail order di- 
vision. 


Skinner Ups Bertland 


Bernard F. Bertland, who for 
11 years was assistant sales man- 
ager of the special fabrics depart- 
ment and after three years in the 
Army did special promotion work, 
has been promoted to advertising 
manager of William Skinner & 
Sons, New York textile firm. 


CHIL 


HAT is a dictionary definition of a word to which 

some persons, for reasons of their own, have tried 
to give a connotation of out and out piracy. To com- 
bat this dangerous misinformation, which is so cun- 
ningly spread throughout this country and the world, 
those who recognize the real worth of Capitalism 
should broadcast this definition, stressing the fact that 
capital employed in productive enterprises means 
men and women employed, too. Right now is the 
time to start this re-education of the public, which 
too long has been hearing only that side of the story 
that damns Capitalists as the cause of all the woes of 
the world, whereas Capital and Labor should work 
harmoniously together. And there must be no let-up 
in the telling of the true story! 


We, at Chilton, feel that Capitalism — management, 
too — has a public relations duty to perform. A 
duty that cannot be shirked; a duty that demands the 


constant repetition of the true facts about Capitalism, 


and the part it has played in our progress. 


TON 


CHESTNUT and 56th STS. 
PHILADELPHIA 39, PA. 


JOURNAL AND REVIEW OF OPTOMETRY © THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE AND AVIATION INDUSTRIES 
¢ THE SPECTATOR PROPERTY INSURANCE REVIEW «+ DISTRIBUTION AGE 


CHILTON COMPANY, (Inc.) 


100 EAST 42nd STREET 
NEW YORK 17, N. Y. 


'Radio Representative 
Speaks at Ohio State 


A complete description of the 
operation performed by represen- 
tatives of radio stations was given 
to radio department students of 
Ohio State University late last 
month by Wells H. Barnett Jr., 
manager of the sales development 
department of John Blair & Co., 
national radio representative, Chi- 
cago. 

Large volumes of national spot 
business were termed the biggest 
service, but Mr. Barnett pointed 
out that other vital services in- 
clude compilation and distribution 
of accurate station information 
for use of salesmen and adver- 
tisers. Familiarity with station 
programs, station history, man- 
agement and merchandising ac- 
tivities is also necessary, he said. 


To Klingensmith 


Plastic Toys, Inc., Byesville, O., 
manufacturer of children’s and in- 
fants’ plastic toys, has named 
H. M. Klingensmith Company, 
Canton, O., to direct its adver- 
tising. Trade publications and di- 
rect mail will be used. 


Nation’s Business 
is MORE 


than any other , 
business magazine! 


MORE presidents, 


general managers, board 
chairmen— 


MORE executive 


subscribers in every busi- 
ness classification— 


MORE executive 


subscribers in every in- 


dustrial area— 


| | 
MORE executive 


subscribers in every pop- 


ulation group— 
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GOP Leaders Rush Committee 
Action on Labor, Rent Control 

WASHINGTON—Though alterations 
in staff personnel and committee 
structure were still under way, 
Republican leaders have done such 
a remarkable organizing job that 
the new Congress was ready this 
week for committee hearings on 
labor and rent control legislation. 

Of the 126 labor bills proposed 


By STANLEY E. COHEN, Washington Editor. 


in three weeks, Senate Republi- 
cans leaned toward an omnibus 
measure which—of all things for 
Republicans—sets up a new indé- 
pendent board to supervise media- 
tion. Other bills, dealing with the 
open shop, the Wagner Act and 
nationwide bargaining, may be 
put over for long-range study. 
Many members are clamoring 
for a 15% rent hike, some because 


All Weather, Complete Service 


Delivery and pickup of rush ship- 

ments anywhere 
= in Chicago any 
time. Incoming 
trains and planes 
met, with direct 
delivery to your 
office. 


PHONE DEL. 1234, 412 N. Wells St., Chicago 


BONDED SPECIAL 
DELIVERY SERVICE 


Messengers @ Cycles @ Cars @ Trucks 


|they feel landlords are unjustly 
|squeezed, and others “to encour- 
|age new rental construction.” One 
group would space thi: hike in 
three 5% stages over a number of 
months, in the hope that labor 
would absorb it without seeking 
additional wage boosts. 

On the House side, John Taber’s 
appropriation committee has 
tackled the Treasury and Post 
Office budgets without waiting for 
a ruling from the new joint budget 
committee on the total amount that 
is to be granted for all government 
spending in 1948. Though hear- 
ings were to be open to the public 
under the “streamlining bill,” Rep. 
Taber has excluded the press and 
public. 

ca * * 


Congress is trying a rather rad- 
ical experiment to save wear and 
tear on War Assets Administration 
officials. At the suggestion of Presi- 
dent Truman, an informal commit- 
tee, including members from both 
Houses, will attempt to control all 
surplus property investigations. 
There were so many committees 


holding hearings on the subject 
last session that top WAA officials 
lost an inordinate amount of time 
repeating their story before vari- 
ous groups. 
e od 

Scheduled airlines have used ad- 
vertising to remind the public that 
they had only nine accidents in 
1946 involving fatalities, though 
nonscheduled lines had additional 
tragedies. To make sure the pub- 
lic recognizes the scheduled lines, 
Air Transport Association is con- 
sidering a distinctive emblem for 
its members’ ads. It is also 
wondering whether words like 
“airlines,” “airways” and “airlin- 
ers” could be reserved for exclu- 
sive use of certified carriers. 

* R 1 


On the subject of words, FTC 
sees no reason why “American 
Business Survey” cannot call itself 
a magazine, even though it appears 
only “as prepared articles and 
orders for copies warrant.” “In the 
absence of substantial evidence to 
the contrary, it is doubtful that 
the lack of regularity of publica- 


ULTIMO. 
THE PEN 


THAT WRITES 
BY: ITSELF 


a8 


“That must be the one the big space buyer was just trying out” 


© 1947, The Cincinnati Enquirer 


P.S. FOR SPACE BUYERS: 


¢ The Cincinnati Enquirer has the largest circula- 
tion gain of any Cincinnati newspaper ... in the 


last year, and last ten years. 


¢ It carries more advertising lineage than any other 


Cincinnati newspaper. 


¢ It has the lowest milline rate in Cincinnati. 


Represented by Moloney, Regan and Schmitt, Inc, 
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tion is of such consequence as to 
destroy its characteristics as q 
‘magazine’ or to cause the use of 
that term in connection with it to 
be deceptive or misleading to con- 
sumers,” FTC said. 

ob co 2 

Though Republicans have re- 
newed the Senate small business 
committee for an additional eight 
months—to clean up its newsprint 
and other studies—the new Con- 
gress has yet to turn up a program 
for encouraging small business. 
Many members toy with special 
financing or tax help. Typical of 
these is HR 1038, by Rep. Howard 
Buffett (R., Neb.) providing a 
$20,000 tax exemption for three 
years for new businesses. To qual- 
ify, they must be capitalized at 
less than $100,000 and pay divi- 
dends no greater than 6%. 

co * * 

The new Congress has been 
picking at the Reciprocal Trade 
Treaty program. Most Congress- 
men like us to sell abroad, but 
they object to imports’ which 
threaten domestic industry. In 
1946, this country exported an 
estimated $12.3 billion in goods 
and $3 billion in services, within 
a billion of the wartime peak. The 
1946 export surplus of about $8.2 
billion was principally financed by 
$3.5 billion in loans, and $3.2 bil- 
lion in gifts. To maintain a stabi- 
lized $10 billion export trade, we 
must buy, too. 

oo ed a 

The new Frequency Modulation 
Association led off with a hay- 
maker by asking the FCC to 
amend its rules, to refer to “AM” 
rather than “standard broadcast” 
stations. Assuming that FM will 
someday replace AM, “it is quite 
misleading to the public generally 
to have any reference to an in- 
ferior service as a standard serv- 
ice,” it told the commission. 

* * * 

Though final returns from the 
Stork Derby have not come in, the 
U. S. Public Health Service is con- 
fident that the number of births 
in 1946 easily exceeded the all- 
time peak of 2,934,860 set in 1943. 
At the end of 11 months, 2,922,000 
“little strangers” had arrived, 16% 
more than at the same time in 
1945. South Carolina, with 27.5 
per 1,000, led the states, with Mis- 
sissippi next. 


‘Any Soft Drink’ Theme 
of McCandlish Award 


The subject for the McCandlish 
Awards for 1947, 24-sheet poster 
design contest sponsored by Mc- 
Candlish Lithograph Corporation, 
Philadelphia, is “Any Soft Drink.” 
The first prize is $1,000 in cash, 
second prize is $250 and third 
prize, $100. The awards jury in- 
cludes Norman R. Backus, Coca- 
Cola Company; A. T. Blomquist, 
J. Walter Thompson Company; 
Walter Geoghegan, Calkins & 
Holden; Howard Scott, artist, and 
Mark B. Seelen, Outdoor Adver- 
tising Incorporated. All entries 
— be in Philadelphia by April 


G-E Issues Booklet 


General Electric Company, 
Bridgeport, Conn., has issued 4 
new 16-page full-color booklet en- 
titled “The G-E Electric Sink Does 
the Hard Work in My Kitchen, 
showing how the company’s new 
automatic dishwasher and Dis- 
posall operate. G-E has set a 
5-cent per copy charge on the 
booklet. 


. . + . 
Lion’ Appoints Feiss 

S. L. Feiss has been appointed 
eastern advertising representative 
of The Lion, Chicago. He will 
cover the New England States, 
|New York, New Jersey, Pennsy!- 
vania, Maryland, Delaware and 
District of Columbia. 


Kimball Names Ohlhoff 
Jerry May Ohlhoff has been ap- 
pointed to handle traffic contro! 
in the production and art depart- 
ments of Abbott Kimball Com- 


pany, Los Angeles. 
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DischargeEmblem 
in Public Domain, 
Ad Group Decides 


San Francitsco—The Advertis- 
ing Association of the West is ad- 
vising its members that the official 
servicemen’s discharge button 
“seems to be in the public domain 
and eligible for use in advertis- 
ing” but that it should not be used 
in any design similar to one which 
created a furore last year. 

The warning grew out of de- 
mands made upon some adver- 
tisers last summer for royalty pay- 
ments due to use of a reproduction 
of the button in their ads. Larry 
Mickelson & Co., Portland, Ore., 
printing company, claimed a copy- 
right on the design and the claim 
won considerable attention in the 
field. Last April the War Depart- 
ment told AA that the discharge 
emblem “is the same as a design 
for a badge of service developed 
in 1925” but it ventured no opinion 
on whether the emblem is in the 
public domain (AA, April 29, 746). 

Subsequently, a special commit- 
tee of the Oregon Advertising Club 
and its attorney, Gerald J. Meindl, 
investigated the Mickelson claims. 
Attorneys for the Portland com- 
pany sent them a photostatic copy 
of the discharge emblem in ques- 
tion and said that Mickelson “is 
claiming a copyright only as shown 
in the design.” 

The design, said the adclub 
counsel, “is not the official serv- 
icemen’s discharge button” and 
“it is perfectly permissible for any 
advertiser to use a picture” of the 
button. 

The AAW, advising its members 
of the opinion, added this note: 
“Caution should be exercised in 
the use of the button superim- 
posed upon any other design, be- 
cause such combination of designs 
might impinge either upon the 
Mickelson copyright or upon other 
copyrights which may have been 
issued.” 


Gamble Heads Sales 


W. H. Gamble has been ap- 
pointed general manager in charge 
of sales of all products of Corn 
Products Refining Company, Chi- 
cago. Mr. Gamble, who joined the 
company in 1910 and was made 
western sales manager in 1924, is 
vice-president and a director of 
Corn Products Sales Company. 


Campaign Moves East | 
Home Kitchen Company, Pitts-_ 


burgh, maker of Mom’s pie crust, | 
has completed a test campaign in | 
Pittsburgh and now is readying 
plans for advertising in the east- 
ern states, using newspapers, trade 
publications and point - of - sale. 
F. A. Ensign Advertising Agency, 
Pittsburgh, handles the account. | 


Fischer Names Haehnle | 


Fischer Industries, Inc., Cin-| 
cinnati, manufacturer of soap. 
products, has appointed the 
Haehnle Advertising Agency, Cin- 
cinnati, as advertising counsel for 
all consumer and industrial di-| 
visions of the company. | 
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Appoints Hendry 


T. A. Hendry, formerly vice- 
president of Meade Sales Com- 
pany, New York, has been ap- 
pointed general sales manager of 
Abitibi Power & Paper Company, 
Toronto. 


WNEBEF Appoints Bolling 
Station WNBF, Binghamton, 


N. Y., has appointed the Bolling 
Company, New York and Chicago, 
as its exclusive national represen- 
tative. 


Glazier to Sheaf 


Abe I. Glazier, who served three 
years as a public relations special- 
ist with the 20th Air Force, has 
been appointed director of adver- 
tising and publicity for Sheaf 
Trading Corporation, New York. 


Ettinger Joins Agency 
Chet A. Ettinger Jr., recently 


released from the Navy, has 
joined Joe H. Langhammer & As- 


sociates, Omaha, as account ex-| 


ecutive. 


21 
Promotes Stewart Louttit Names Rockwell 


Gordon Stewart, vice-president Robert Rockwell has been ap- 
of Newman, Lynde & Associates,| pointed an account executive of 
Jacksonville, Fla. agency, has|T. Roblay Louttit, Providence, 
been named general manager. tee 


...we have what it takes... type faces 
second to none...expert craftsmen... 
typography efficiently produced for 
the letterpress and offset processes. 


Advertisements « Brochures « Catalogs « Publications 
CRAWFORD COMPOSITION CO., Inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 


The more 


authentic news a metropolitan newspaper 


provides, the better that newspaper. . 


In Los Angeles the Herald-Express is the only 
daily served by all four leading wire news 


services . 
Associated 


. . International News, 
Press, United Press and Dow-Jones. 


Such complete news coverage, plus a host of famous 
features and comics, makes the Herald-Express 


the ‘best buy’ for readers . . . hence for 


advertisers, too. 


No wonder it is the West’s favorite daily. 


Represented Nationally by Moloney, Regan 


Inc. 
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Hollingshead Uses Adds Accounts, Artist 


Dailies for New 


War-Born Products 


CAMDEN —R. M. Hollingshead 
Corporation, which made auto 
waxes and a variety of polishes 
and cleaners before the war, is 
using dailies east of the Mississippi 
to promote new products, born of 
its wartime experience. 

The first product to be promoted 
was Cocoon, an industrial cover, 
also used by the Army and Navy 
for wrapping up ships and planes. 

Hard on the heels of the equip- 
ment wrap came Whiz mirror and 
glass finish, and 3-Way Protec- 
tion, a dry cleaner with protective 
qualities. 

During the war, the air force 
was plagued by the necessity of 
washing its Plexiglas blisters, 
which caught a great deal of dirt, 
and asked Hollingshead to devise 
a cleaner. In the process of re- 
search, the company uncovered 
21 types of dirt, and the cleaner 
was balanced to provide ingre- 
dients for getting rid of all 21 
(New York, for instance, gets a 
good deal of lava dirt from an 
unknown source). But subse- 
quently the air forces asked the 
company for a cleaner which not 
only would clean the blisters but 
keep them clean. 


Cleaner Includes Wax 


By combining wax with the 
cleaner, the company devised a 
protective covering for windows, 
and is now promoting it widely. 

Its third product, the 3-Way 
Protection, is a French dry cleaner, 
a moth proofer and water and 
stain repellent. 

The company sells the finish and 
cleaner through food brokers, 
along with its regular line of 
products, and now has distribution 
in the eastern half of the country. 
The company’s agency is Justin 
Funkhouser & Associates, Balti- 
more, and its merchandising and 
marketing consultant is William 
F. Wolf, Inc., New York. 


To Olmsted & Foley 


Olmsted & Foley, Minneapolis, 
has been appointed to handle the 
advertising of the Midwest Farm 
Paper Unit, using trade publica- 
tions and direct mail; and Roches- 
ter Dairy Cooperative, Rochester, 
Minn., using metropolitan news- 
papers, radio and business and 
professional journals. 


ALL THE NEWS ; 
\. & cy 


fi pfs 


WHEN THERE'S 
TIME TO READ IT! 


Dallasites have accepted The Times 
Herald as their home town newspaper 
os well as their greatest, because it is 
delivered to them when they have 
leisure evening hours to read all the 
news. 


The Dollos Times Herald hos the greot- 
est circulotion of any newspoper in the 
prosperous twenty-county Dollas ABC 


THE DALLAS 
TIMES HERALD 


Dallas’ Greatest Newspaper 
Represented by 
THE BRANHAM COMPANY 


Forrest Leather Products, San 
Francisco, and Globe Pipe & To- 
bacco Company, Oakland, Cal., 
have appointed the Ad _ Fried 
Agency, Oakland. Val Sweger, 
who conducted her own design 
studio in Chicago, has joined the 
Fried agency’s art staff. 


Grant Names Agency 


Brisacher, Van Norden & Staff, 
San Francisco, has been appointed 
by Grant Laboratories, Oakland, 


to handle its advertising. Plans|Abbott, C. & H. Sugar Refining 


include use of newspapers 
major markets of the 11 western 
states to promote Grant’s line of 
household, agricultural, pharma- 
ceutical and insecticide products. 


Coast Marketers Elect 


Charles J. Dirksen, dean of 
Santa Clara University’s school of 
business administration, has been 
elected president of the San Fran- 
cisco chapter of the American 
Marketing Association. Other new 
officers for 1947 are Burton S. 


in | Corporation, vice-president; Lewis 


|Forman, National Analysts, Inc., 
secretary, and John R. Doxey, 
California Packing Corporation, 
treasurer. 


Really Joins Biow 

Abbott Really has joined the 
Biow Company, San Francisco, as 
account executive on the Roma 
Wine Company account. Mr. 


Really, formerly with Young & 
Rubicam, New York, replaces Ad 
Klein, resigned. 


Advertising Age, February 3, 1947 


Adclub Issues Roster 


The Cleveland Advertising Club 
has issued its “1947 Roster, Buy- 
ers’ Guide & Advertising Direc- 
tory,” which contains 376 pages 
of information, the largest book in 


‘its history. 


Hildebrandt Changes 


Don Hildebrandt, formerly with 
the Charles Stuart Agency, San 
Francisco, has become associated 
with Martin-Newman & Asso- 


ciates, Hollywood. 


concEN 


Concentration, as defined by Webster, means to 
focus, to draw to a common center. Spot Radio gives 


your product this focus and compelling power where 


It allows you to direct your advertising campaign 
to a receptive audience in a given territory. Today, 
when one of the big sales problems is keeping abreast 
of distribution, more and more advertisers are using 


Spot Radio. That is why more and more advertisers 


REPRESENTED NATIONALLY BY 


---EONAUD ATHY CL ~ 


NEW YORK e CHICAGO e LOS ANGELES 
DETROIT « ST. LOUIS « SAN FRANCISCO 


ATLANTA « BOSTON 


SPOT RADIO LIST 
WSB Atlanta NBC 
WBAL Baltimore NBC 
WNAC Boston MBS 
WICC Bridgeport MBS 
WBEN Buffalo NBC 
WGAR Cleveland cBs 
WFAA Dallas NBC 
WIR Detroit CBs 
WBAP Fort Worth NBC 
KGKO Ft. Worth, Dallas ABC 
KARM Fresno CBS 
WONS Hartford MBS 
KPOA Honolulu T.H. 
KPRC Houston NBC 
WDAF Kansas City NBC and when you need it. 
KFOR Lincoln ABC 

« KARK Little Rock NBC 

| KFI Los Angeles NBC 
WHAS Loulsville CBS 
WLLH Lowell-Lawrence MBS 
WTMJ Milwaukee NBC 
KSTP Mpls.-St. Paul NBC 
WSM Nashville NBC 
WSMB New Orleans NBC 
WTAR Norfolk NBC 
KOIL Omaha ABC 
WMTW Portland, Me. MBS 
KGW Portland, Ore. NBC 
WEAN Providence MBS 
iy pang ih City = are using the stations listed. 
WOAI San Antonio NBC 
KQW San Francisco CBS 
KOMO Seattle NBC 
KTBS Shreveport NBC 
KGA Spokane ABC 
WMAS Springfield CBS 
WAGE Syracuse ABC 
KVOO Tulsa NBC 
WWCO- Waterbury, Conn. MBS 
KFH Wichita CBS 
WAAB Worcester MBS 

THE YANKEE AND TEXAS 
QUALITY NETWORKS 
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l ‘ = a 51,000,000 total circulation of {shears will be advertised in Good | Wi 
- he NY News Rejoins United States and Canadian daily | Housekeeping, McCall’s Needle-| French Dailies Merge 
u newspapers is now represented b |}work Book and McCall’s Pattern Two French daily newspapers, 
Fe Buy- ANPA Ad Bureau |bureau members. * | Book. _Chernow Company, amr | cite and Paris-Matin, have 
aoeee New York—With the rejoining) Among current “holdouts” are | Y°'* is the agency. oe Soe = will soon  ap- 
book in of the New York News, after an|several Hearst papers, including | . oe Maggette ge a een 
absence of two years, and the ad-|the New York Journal-American Amplitone Names Agency plans for further mangers far Le 
dition of the Tribune-Herald,|and Mirror, and the Denver Post Aitkin-Kynett Company, Phila-|Pays and L’Aube, as well as be- 
2s Casper, Wyo., Banner, Cambridge, |and Kansas City Star. \delphia, has been appointed to| tween France Libre and L’Epoque. | 
1 1s Md., and Register-Mail, Galesburg, —_—— | sega a: —— of oe pe ' 
ly with ” aaehis in te B ‘ Inc., iladelphia manufacturer ’ 
¥, ‘San a. ee aA wl ae Griffon Shows Shears of the Amplitone Upright, an au-| 4eads Warner Art it's a little 
sociated ) sail otal of 1066 Griffon Cutlery Works, New |tomatic phonograph developed Wales F. Fries has been ap- embarrassing 
Asso- the r , . York, has introduced Griffon Tru-|during the war and marketed for pointed art director of Harold | 
Almost 80% of the more than|Pink pinking shears. The $4.95 the first time in 1946. Warner Company, Buffalo agency. blowing your 
own horn 
but eee 


THE 


AMERICAN ¥ 
WEEKLY 


Ciuculation vo 


8.80488 | 


P.S. These are the official ABC figures 
for the 20 distributing units, 6 months 
ended March 31, 1946. 


... and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 3838 com- 
munities of 1000 population 
or more.These places include 
the 713 key cities where 50% 
of all retail business is done. 


@ More than 14,500,000 fami- 
lies live in these communi- 
ties—over 7,000,000 (nearly 
50%) read The American 
Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 


vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


THE AMERICAN 


“The Nation’s Reading Habit” 


MAIN OFFICE: 
959 Eighth Avenue, New York 19, N. Y. 
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Two Join AFA 


The newly organized Austin Ad- 
vertising Club, Austin, Tex., and 
the Springfield Advertising Club, 
Springfield, Ill., have joined the 
Advertising Federation of Amer- 
ica. 
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Asks High Court 
fo Clarify Rule 


in Pricing Cases 


Multiple Basing 
Point Systems Win 
Appeals Court Okay 


WASHINGTON — The Department 
of Justice has asked the Supreme 
Court to look over FTC’s case 
against the cement industry, with 
a view toward clarifying the 
legality of multiple basing point 
systems. 

FTC’s defeat in the lower courts 
in this case has added to the con- 
fusion surrounding pricing regu- 
lations, though commission spokes- 
men feel the defeat was a purely 
technical one which does not de- 


tract from the principles estab- 


shiseaeateca 


lished a year age in Supreme 
Court rulings against two glucose 
companies. 

The drive against basing point 
pricing is a major part of FTC’s 
trust-busting. Walter B. Wooden, 
FTC associate general counsel, 
considers them a major instrument 
of monopoly. 

Through them, he says, “price 
competition is placed in a state 
of suspended animation until it 
can be made permanently impos- 
sible by corporative mergers.” 

In earlier cases against Corn 
Products Refining Company and 
A. E. Staley Mfg. Company, FTC 
convinced the Supreme Court that 
“single basing point systems,” in- 
volving “phantom freight;” are 
unfair trade practices violating the 
Robinson-Patman Act. 

The commission’s efforts to 
eliminate “phantom freight’—a 
freight charge greater than that 
actually incurred—and its pres- 
ent drive against “freight absorp- 
tion”—a delivered price involving 
less freight charge than actually 
incurred—led to the belief that 


FTC is out to insist on F.O.B. mill 
pricing. : 

Mr. Wooden denies this, assert- 
ing that FTC orders do not pre- 
clude “delivered prices which 
make due allowance for differ- 
ences in cost of delivery and which 
do not injure or prevent competi- 
tion. Such discriminations as are 
permissible under the statute are 
just as permissible in the case of 
F.O.B. mill price as in delivered 
price,” he declares. 


Cites Identical Bids 


In its case against the Cement 
Institute and 74 firms making up 
the bulk of the cement industry, 


FTC argued that a “multiple 
basing point system” involving 
systematic “freight absorption” 


was an unfair trade practice. 
Submitting evidence of identical 

bids down to ten thousandths of a 

cent, FTC contended that there 


was an “understanding” among 
producers to use a simple formula 
which eliminated competitive 
pricing. 


The 7th circuit court of appeals 
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No. He’s a salesman for you 
in a Hardware Store...or could be! 


Yes — he could be selling your product instead of 
your competitor’s — provided he knows about your 
product. He’s the man on the floor in a Hardware 
Store...the man whose recommendations and answers 
to customers’ questions often outweigh the names on 
the label at the time and point of sale! 

This saleman, who could be selling for you, gets his 
sales story and information from the advertisements 
he reads in Hardware Age. Only in this one publica- 


tion will he find over 


NET PAID CIRCULATION ON 


90% of the firms who tell and 


The only 100% wholly voluntary, paid-in-advance trade 
circulation in the national hardware field. 


Say the word and a Hardware Age representative will 
call and present additional facts regarding the billion- 
dollar Hardware Market. 


Hardware Age 


GREAT HARDWARE MARKET 
A Chilton Q Publication 


* Charter Member * 


100 EAST 42ND STREET NEW YORK 17, N. Y. 


MAIN 
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sell the national Hardware Market. He and more than 
19,000 other Retail Hardware Salesmen and Dealers 
pay in advance to receive Hardware Age 26 times 
a year...and more than 86% renew their subscrip- 


tions. 


It’s a winning combination: 


a 1%-billion-dollar mar- 


ket hungry for merchandise; an intelligent and trusted 
personnel thirsty for product information; an estab- 
lished publication that carries 134% more advertising 
than any other hardware paper. 


JANUARY 2, 


1947: 


32,203 


Advertising Age, February 3, 1947 


denied that identical bids on 
cement contracts were evidence 
of conspiracy. It accepted the de- 
fense that mills habitually met the 
délivered price of the most favor- 
ably located mill, because that 
was the only means of competi- 
tion in the sale of a highly stand- 
ardized product. 

The court felt that a cement mil] 
had little choice but to absorb 
freight costs in order to meet the 
delivered price of its competitors. 
Freight rate tables being readily 
available, it saw no trick in fore- 
telling what the competitor’s bid 
would be. 

The court questioned existence 
of a conspiracy for several rea- 
sons, including: 

1. There was no exchange of 
pricing information. 

2. Each mill was free to be a 
base mill or not, as it pleased. 

3. Since buyers of cement will 
not pay more for one brand than 
another, mills are alert to any 


change in a _ competitor’s mill 
price. - 
As it stands, the 7th circuit 


court of appeals has held that a 
basing point system of identical 
delivered prices is lawful if and 
when it does not involve collusive 
agreement and operates only 
through freight absorption. Sys- 
tematic freight absorption stand- 
ing alone would constitute good 
faith to meet the equally low 
prices of competitors. 

In appealing to the Supreme 
Court, the Justice Department put 
the issue squarely: Does syste- 
matic absorption of freight as well 
as systematic phantom freight 
constitute an illegal practice? 

It is also asking: Can a seller 
systematically meeting, but never 
going below the price of a com- 
petitor, even in sealed bids, claim 
to be meeting the price of a com- 
petitor? 


One Judge Dissents 


At least one of the justices on 
the 7th circuit court of ap- 
peals supported FTC’s position. “I 
am strongly impressed with the 
persuasiveness of the inference of 
an agreement or a combination or 
conspiracy to be drawn from con- 
sistently identical delivered 
prices,” Judge Evans said in dis- 
senting. 

Conspiracies are usually estab- 
lished by circumstantial evidence, 
Judge Evans wrote. “In the in- 
stant case there are facts which 
are not in dispute and which 
leave me free from doubt as to 
the doings of the respondents and 
of their understanding and pur- 
pose to eliminate price competi- 
tion.” 

The “phantom freight” outlawed 
in the glucose cases stemmed from 
use of a “basing point” other than 
the point from which the goods 
were actually shipped. The Su- 
preme Court made it quite clear 
that this fictitious system results 
in discriminatory delivered prices, 
and refused to permit such a sys- 
tem under the guise of “meeting 
the price of a competitor.” 

Though FTC was defeated in 
the lower court in the cement 
case, the ban on “phantom freight” 
was extended a bit further. The 
eourt questioned legality of phan- 
tom freight that results from cal- 
culating delivered price on an all- 
rail basis, then, shipping by 4 
cheaper method of transportation 


This may be the fulcrum for 
|FTC when—and if—the cement 
|case is argued before the Supreme 
|Court. Mr. Wooden believes the 
| lower court did not realize the ex- 
_ tent of this practice in the cement 
| industry. 

“Phantom freight from cheaper 
transportation methods is neces- 
|sary if identical de1ivered prices 
jare to be maintained,” he say: 
“Identical prices at any give! 


point might be the product of 


phantom freight by some firms and 
\freight absorption by others.” 
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Advertising Age, February 3, 1947 


‘Phantom Freight’ 
Historic Device, 
Mason Points Out 


VASHINGTON—FTC Commission- 
ey Lowell B. Mason, specialist in 
avoiding bureaucratic gobblede- 
gook, harks back to Shakespeare 
for a lucid illustration of “phantom 
freight,” one of the devices con- 
tested in the Cement Institute and 
other “basing point” cases. 

“Let me cite the case of Shylock 
vs. Antonio (see 4 Shakespeare 


Set Plastics Show Date 


|* The Society of the Plastics In- 
dustry, New York, will sponsor 
|its second annual National Plastics 
| Exposition May 6-10. It will be 
‘held at the Chicago Coliseum con- 
currently with the society’s annual 
convention. 


Mrs. Page Joins B&B 


Florence Page, formerly with 
Federal Advertising Agency, has 
joined Benton & Bowles, New 
York, as space buyer. 


Haze Opens Office 


W. H. Haze, tor the past nine 
years Los Angeles manager for 


Blanchard-Nichols, Inc., pg, oe of the’ Hollywood office of | 


representative, has resigned, effec 


tive Feb. 1, to open his own 
office. 
Stores Name Ringer 


Famous Department Stores, Inc., 
southern California chain, has ap- 
pointed Lee Ringer, Advertising, 
Los Angeles. 


Joins Ayer Staff 


Marcene Buckman, formerly 
with the ABC publicity depart- 
ment, has joined the publicity 


N. W. Ayer & Son. 


Named Glidden V.P. 


Lovell Y. Pulliam, general man- 
ager of the Durkee Famous Foods 
division, Elmhurst, N. Ys, recently 
elected a director of the Glidden 
Company, Cleveland, has been 
elected a vice-president of Glid- 


25 


den. He will be in general charge 
of all the Glidden Company’s food 
| business, succeeding the late R. W. 
| Levenhagen. 


| SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


{ THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


“Trodemerks Reg U.S. Pat OF 


615),” Commissioner Mason said | 


before the Food, Drug and Cos- 
metic Section of the New York 
State Bar Association Jan. 22. 

“Antonio had gone bond for 
3,000 ducats to one Shylock on 
behalf of his friend Bassano. An- 
tonio was well able to repay the 
bond when and if his argosy to 
India returned, for the profit ratio 
on his enterprise was enormous. 
This profit was derived on the 
‘phantom freight’ Antonio charged. 

“This phantom freight was fig- 
ured on the all-camel rate from 
Callicut through India, Persia and 
Judea as the basis for the de- 
livered price in Venice. Actually, 
Antonio used the much cheaper 
water haul inaugurated by Vasco 
de Gama in 1497. 

“So he made the regular profit 
allocated to the cost of production 


but pocketed the difference be-'| 


tween the all-camel L.C.L. and 


the tariff charged on the Vasco de | 


Gama all-water route.” 


As to the remedy for phantom. 
Commissioner Mason | 


freight, 
noted that not even the Doge of 


Venice was long able to “set the) 


world price on the riches of 
India.” He was challenged by the 


Portuguese, who were better situ- | 
reference to water. 


ated with 
routes. 


The Portuguese in turn were re-. 


placed by the British, whose mer- 


chant ships enjoyed the advantage | 


of escort by 40-gun warships. Fi- | 


nally, the British gave way to 


Americans with their fast clipper 


ships. 


city in Indiana named after a 


former president of U. S. Steel, | 


and soon Gary will give way to 
Fontana or some other point west. 
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Already, he said, Pittsburgh as 
a basing point is giving way to a. 
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‘Planted i 
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For a Greater Sunbelt Corn Harvest “7 


The full-eared, highly profitable hybrid corn which goes to 
market in the Southwestern Sunbelt today doesn’t bear much 
more than a family resemblance to the corn of 1891... in this, 
as in most things agricultural Farm and Ranch has had a hand. 


It was in 1891 that Farm and Ranch organized the Texas State 


Corn Growers’ Association—and in the 55 years since then, 


| 


Ranch. 


— et won ” ie i , ————* 
| = 
Branch Offices: 52 Vanderbilt Avenue, New York ® 75 hs ’ ' 


East Wacker Drive, Chicago © 1895 Monroe Drive, N.E., 
Atlanta. West Coast Representatives: Simpson-Reilly, Ltd., 
Russ Building, San Francisco California @ Garfield Build- 


has aided in every forward step in corn culture and has com- 
pletely and intelligently reported it in the pages of Farm and 


| This persistent leadership in the agricultural development of 
‘ the Southwestern Sunbelt has created for Farm and Ranch last- 
ing reader acceptance and reader interest throughout the pros- 

perous five-state Sunbelt territory—an area which Farm and 

Ranch covers completely. 


To reach this multi-million dollar Sunbelt market... use the 
magazine which Southwestern Sunbelt farmers and ranchers 
have known—and read—for two generations! 
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Big Stotes with Big Forms Twice the 
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VERWHELMING 


_ Sparked by big-name features, big-name 
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ushered in a new technique in editing 
and execution, with the result that 


reached an all-time high of 


| 700, 


, @ ‘ TO SELL MEN, USE THE WORLD‘ 
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ORSEMENT 


writers and artists, SPORTS AFIELD has 


ing |... alert and modern in its concept 


1at | subscriptions and newsstand sales have 


guaranteed A. B. C. circulation 


*kEffective March Issue 1947 
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Abbott Kimball Names 
Two Vice-Presidents Program Analyzer | 
Robert D. Palmer, for the past 


see, eatied Tea’presuent ot Ab-| Meets Rigid Test 


bott Kimball Company, Kansas 


City. . 

Irvin J. Lauderdale, with . . . 
Potts-Turnbull Company, Kansas as Radio Film Aid 
ryt since 1923 _— a the at . ’ 

ears vice-president, has joine 
the Kimball PL sara as anual} ATLANTIC Crry—Advantages of 
dent and director of client service. | the “program analyzer,” push-but- 
‘ton radio listener testing device to 
determine like and dislike trends 
|during radio programs, were out- 
jlined by Dr. Herta Herzog, man- 
ager of radio research, McCann- 
|Erickson, Inc., at the American 


Statistical Association convention 


|here Jan. 25. 
The program analyzer is the 
most advanced research device yet 


Listeners may press either a red 
C ANDY INDUSTRY or a green button to record their 
a jreactions on tape which is syn- 

inti ca Cenew, See Meee jchronized with the program. At 
| the end of the program, the tape 


in use for testing audience re- cause of the necessity of clarifying | 
sponse to films and radio pro-| 
grams, Dr. Herzog maintained. | 


mo 
s 


Sd 


may be studied to show exactly | 
where greatest listener like or dis- 
like is recorded. The recording 
tape is located in an adjoining 
room. 


Records First Reactions 


One of the major advantages of 
the program analyzer, Dr. Herzog 
declared, is the fact that there is 
no memory loss because reactions 
are recorded immediately. It also 
permits testing a true cross sec- 
tion of listeners who, if inter- 
viewed only, might not be articu- 
late enough to give accurate in- 


gg ee ating take gop LADY LEVER TAKES OFF —A 5,000-mile business trip in four days was ‘he 
’ deer | record of these Pepsodent division executives, who traveled in the company’s 
sary to use the machine in connec- plane, Lady Lever. Left to right are James Barnett Jr., vice-president and gen. 
eral manager; Mrs. George R. Stege Jr., who saw them off at the Chicago air. 
|such as group interviews or ques- | port; Mr. Stege, Pepsodent's director 


tion with other research devices 
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of sales, and Les Sauers, national field 


tionnaires. This is so partly be-| sales manager of Pepsodent. 


what listeners wanted to express| previous listening. She pointed 
when they pressed buttons. out that during the war many 

It is possible, she said, that | pressed buttons to indicate a dis- 
many press buttons to indicate like when Hitler was presented on 


favorable reaction simply in re- ja program—not because they 
‘sponse to their own anticipation | didn’t want to hear about him on 
of a program which they like from a radio program, but because it 


Moan a hele & a eh oe + bbe o 


ono-Wisie 
ck ( Shae 


harp Sword for a Competitive Tomorrow 


Somewhere in the days ahead lies that delicately bal- 
anced moment between the today of scarcity and the 
tomorrow of productive plenty. One indispensable key 
to progress in that tomorrow is successful selling. 
There is no better way to demonstrate or advertise 
most products than the sound motion picture — and no 
more convenient or versatile medium of projection 
than Sono-Vision, Mills all-in-one cabinet. It delivers 
your message at point of sale, in business offices, in dis- 
play rooms, at conventions, in transportation terminals 


and other public places. 


For Sono-Vision houses projector, screen, speaker, 
and amplifier in one cabinet. It requires no darkened 
room. It consumes no “setting-up” time. It operates 
continuously without the attention of an operator, if 
desired. 

Packaging the persuasive power of the moving picture 
and the spoken word into a unit which can be employed 
almost anywhere your customers gather, Sono-Vision 
is geared to meet the challenge of competitive selling. 
We will be glad to help you adapt it to your sales, ad- 


vertising, and training programs. 


MILLS INDUSTRIES, Incorporated + Office & Display Room: 2212 Merchandise Mart * Dept. 311D * Chicago 54, Illinois 


was a means of expressing disap- 
proval of Hitler and Nazism. 


Shows Accurate Results 


Accuracy of the program ana- 
lyzer is testified to by McCann- 
Erickson, Dr. Herzog said. The 
agency has been able to register 
2,000,000 more listeners to a radio 
program as compared with the 
preceding year, she said, as a re- 
sult of improvements made after 
the program was tested on the 
| analyzer. 

Among questions which can be 
answered by using the analyzer 
'Dr. Herzog declared, are: Does 
the program appeal to the people 
the sponsor wants to reach; can 
it expect new listeners; would in- 
| clusion of a new program element 
}enhance its appeal; which of two 
;emcees is better; is the commercial 
| well-placed, etc.? 
| Future research with the pro- 
|gram analyzer is to be made along 
| the lines of obtaining more sys- 
|tematic knowledge about _ the 
| working of the machine itself, in- 
|creased knowledge about criteria 
for program success or failure, and 
more data concerning the relation 
between analyzer findings and 
program ratings, and sales. 

The program analyzer was first 
employed in 1932 at the Univer- 
sity of Vienna, when it was used 
;to find what made popular songs 
|popular. Since that time it has 
jbeen greatly developed by the 
|CBS research staff, Dr. Herzog 
Said. It is used now widely fo 
_alms as well as radio programs. 


Seven to Mace Agency 


Mace Advertising Agency, Pe 
,oria, Ill., has been appointed t 
handle the advertising of Dura- 
|bilt Mfg. Company, Aurora, Ill 
farm wagons and gates; Midwest; 
ern Mfg. Company, Mackinaw 
Ill., firemen’s apparel; Hotchkiss 
|Steel Products Company, Brad; 
ford, Ill., farm machinery; Steele‘ 
|Harrison Company, Peoria, make! 
\of restaurant equipment; Je‘ler 
.son Trust & Savings Bank, Peoria 
|Chris Hoerr & Son Company, Pe 
,oria, wholesale grocer, and Ken 
Mar Packing Company, Peoria. 


Trademark Law Analyzed 


by Daphne Robert 


“The New Trade-Mark Mar 11a), 
;}by Daphne Robert, a 375-pass 
study of the 1946 Lanham T) ade 
mark Act and other trade nat 
laws, has been published at 56.5 
by the Bureau of National Ai alls 
Washington. publisher. The 00 
contains case citations anc &% 
cerpts from legislative histo y ° 
| the act, an analysis of “do’s 4! 
|“don’ts” for trademark own: "s 


Commerce Group to ) ‘ce 


The Chicago Associatio ° 
Ja “confer and Industry wil: 10 


a “conference on distributi 
1947” at the Palmer House 
and at the Morrison Hotel fF 


Appoints Lindsay Ag: 1° 


Lindsay Advertising A 
New Haven, Conn., has bee: 2! 
pointed to handle the adver ‘Ss! 
of Eastern Electronics Cor °F 
tion, New Haven. Business 7 ‘P@* 
will be used. 


Ad ert 


un 
Abbink 


Publish 


tion, W 
McGra' 
pan 

BPIC 
owned 
five m 
sixth i 


propert 
gration 
lishing 
Britain 
chinist 
he col 
Lines 
igest, 
mical U 
utico 
Vorld 

mical x 
in over 
ircula’ 
mestic 
panded 
lishing 


Swia 
s. § 
ales p 
mond | 
ngele 
ant ad 
Vay A 
ngele 
public 


Ove 


The ! 
iffice 
noved 
South ¢ 


By 


A MAN 
WITH 


bs he te 
pees 
‘Teache 


This mi 
lost § 
ropert 
ishing 
James 


The siz 
S Ae 


Imulat 


ef “is 3 . " e 
oe t . q N ; - aig nh - p , (ire a are 
ee Se 
ae ‘ 
a = ee 
_. : ‘ — Pr ee 
ie: Bic. sn ss > lt ee M Cc C 
7 eae gs ae é 4 5 re SO 
a. eats ae ay é iam ee 
Ee Lae j x ‘gh eee cs . o : 7 2 a 
- auaes | a S —> - here 
ae ie - a : aa Gees: 4) Sa 1 WwW 
ee: j ae ' % = & . ace nee 
‘ ' ge " * Ree . cs “ ee SOO ae - . . 
Rie Bee . eee Fun’ E <3 a all Met 
tics eo ae. ne Fy ce og 
i | 2 Se eee a4 .. “ pe ay She sis ; ; 
ostad 1a as | cS ve ee wee. ; ¢ a) P - LP t fs = 4 a ‘ j 
gine - | ao 7 ee - foe he nee Retr oC Nae hi 
ooh] vs Beee ees ‘ § et ee ae nog a i 
charge sai aa OE s. Bees ae 
a 
1 See 
ent Su EFER ee 
independ WRERS PR * 
th \\\ WANUEAC five an 
| “ Y vst X justrie: 
! 
: - os 
— (Kanpy INDUS “ 105.00 
> 
iis han 4 101 Othe: 
M * \ : a 
| 0 ayer cant publication 
ee. ny 8 ee copy of UNEY 
a * 
ra | Po 
=, Sees a - 
yk aad 
Secale eee nC LL Ee 
wi rans 
oe eae 7 - elias < : - . bs Ki 
e Be | ee We ess ’ oe G0 SRR Iain rte hee, Lk ai eas alice 3s uayvs 
: es Sema Ware eS te 2) aa Pea esters ne ee Wee ae re ste ima aman” Pees 3 tai ae F BE: . Bey ain 
pea pn 9 tl ae ol (ae ges a 4 2 aig it re , $a 1 oS, att eee EPS ez "y 4 a 
F ee) Sagi — nl eee oe OE , ‘s ee ate : > Rae all 
. ; ee , ©: aaa eee te vik bla 
os “ fe Bsr, tea . ve Sees! >, ee ee Nl 4 hig 
ee i rt uae : : ; - Re wean 7 |, ‘ = 3 i 
ee eae «anes bo gi ee ¢ Be cA mine Sy ¥s ie 
: Bo cots. gale am Beta ee? 
i his). ae ; cd a a Se 
< Bs 5) nt Sn s ¥ igs Ta ae . Gd -< pone 
ee PS eee wee RR eee oan 
aa i iyo iii 
— mae lenge srs tt? eae ol hos 2 aa cose oo k isi, 
dal 5 << : = is ere ee a oem es de cal ener angite en agcenatanme ng ~ g bmi 
a ae eta aice. ‘ bY ¥ S 
oS eae, ie ea, ae a nomena “1 a A oe ; 
ane Rett e ge Nea 8 ee ae Sa ee Ee, | pe Mines eta i 
| Soe SM aN fo Ul UE | sd “ “ae | AC PRR pert Ss SAE. tt 
bin ane =) ie ee 3 fers wees 5 iy OS eee a ae e seed fee ee, 1 eee Lee ae agi rit, 8 . | 
SS ae re pete eee Dea 0 5 ee ee? 
H aoa ba Shea) . se Bc iti. yl Oe Rohe Gree we Seen. a ee Tab Peiemesst yb rb, Sch ee ok go ae Paics . 
a yee os ee ll RS oe 3. ele + ears age ; ae 
ve ee salty. 1 : RY site Sa f i is of Noe : y. Bey, A ie Se cee ree oes en pee, ie IM 
hue tee Piao Rises ices tn poi ca he P Bir 2h KS : = Bisa mz 
EO aa nas Bator ie oo: ) See \ ee ee eS, (he Ona arte. my, | Ms fs - ‘ ry 4 
aie ee “Shenae es me i coe a Ne ak pr ae er 
Gi say = ; See 2 i oes aie a st hag Bi! 
. % a na EME ior, ae = é 2 J = Ge = ech | Ht - 4 ese pit? 
‘i re ae shen yee F ee ene “3 : P 
five? OF st tein oo ee a4 ee i , f . ; i. om 
ie, 5 Sa a as bh or m~r as Re i: as 2 a ie. « 
2 bay Rees jx eT TSS, Pa i Bee eet : /- S ¥ : SHE ‘ aie 
aa sii re alll 4 ai, eS ee ase re { : ‘ fas sa . Bere 3c A £ 
= Nab cies : Ee ala one be H ae BP < o be me . , ae Yai vf | 5 
“eres we ase # ie A eRe ees a ORNS aS Re i ee trial CN Bt ees, 
jen ie s size: j ; ii esa es , epitietee “oe | ieee ras Audience: : a 
jy? a ; Sete ~ Fy, ee eae elel = ered ee cei MTR Pore. 
Td ae es ea r + og ; i ae meh e tet oe P pels ‘ 
; ose Sere Sd eae od i gg oh : \ eee ee ; ° 
Bn ee ‘er is . : & as a a rt a 7 2 eens an 5 
ees Til aes eM yee | ga 3 ~ : 1 
— segpagltateetyeae ee ee Meee. ert. 
rn Ree : “4 ee lh Be ere i 
=e Bye eae oy ; in 4 i ‘ e » sine s = ¥ j 
_s el | . |) aaa iliac. . 
eae : Cy sete —— (irate ok ‘ " ak i tee =e Lee re Sane ‘ ; ' 
z , Eee ee ee eee Sve: . $ Peas Be é Oe oe  §. 1 ag : re peed ur ee ‘ 
_ ‘ee as : a a F ae ee + oss ee ise” * ties oie ; [ee esa ; 
ee hea ; - :% et? Ae a bi ; eae e 
— a f Pye Sp > se ¥ % ; a oe ' a © a : a : ty 
— A Ai es r gee f ADE Y es . wes fa ae dy re ee 
aa fe fay “ 7 : q * ah 8 acetone ta ¥ % ie pee oo Ue itn 2 , 
a ; ei ra aoe: zi : ; ws ee Ca Aen NS Peery na 
— fe : ; aa | Ss | re tee 
Hea, 9g : i Soe rae ‘ Shag te aaa 
aN ara ; e Pe aS ey By — 3 
CARE... =a tote: a ae x 4s q F : ; : 
* y os Rade ane i Me PF 4 ie iy a s 
ae : : . ee ae ES a heel, . 4 si - iy 
‘ — " : ch gk Ses pei es a % 4 i 
ee.” seins Bs. igs ie SG te OL a eae vee . 
ma <t ie wee ia aI Ragan i i 
bale oa “s “ as : o goo bi . e pr 
2 ries ne Seg fu PF. pr 
= . » . : - a e a oe ae C= i way 
—. 3 ee. BS Veena 
eae — = - ‘ Z ieee ge r | Poa se % sees. ns An i ut 
Int oie ae aes eal ee | maf 
3 | of ill ma 
oe i | ‘ 
: ion te 
M J 
all — Ady. rt 
i on 
ILL i 
Paw «; 
| dve is 
; i ld 
i } 
‘ rent) ry 
leas « 
f Bs 
J pu se) 
4 f 
| am 
| 
itle 
ee 2 
ddr... 
ee ‘ 
3% % e yt a a, ees aauees “ ‘7 = i BR: o : ‘ ; ; oye 


3, 1947 HB advertising Age, February 3, 1947 


all MeGraw-Hill overseas activi- 


Abbink, president of Business 
Publishers International Corpora- 


McCraw-Hill Publishing Com- 
pan 


2 ‘ i has b lected presi- ; : the auditorium of the Chamber of 
M cGr aw-Hill P uts Three Name Cummings ar at aie Hoa tek ores Fairchild Branch Moves Commerce of the United States. 


- Cummings, Brand & McPherson, | Promotion Managers Association.| _The Washington bureau of Fair- Enrollment fee for adclub mem- 
O versedas Units Chicago, has been appointed to| Edgar S. Bayol, circulation and | child Publications, New York, bers is $10, for nonmembers $25. 
handle the advertising of Hamil- | editorial promotion director of the a Hone g in P con Bg yy 
7 ton Industries, manufacturer of | World-Telegram, was named sec- | PUldIng more S ago, 
Under John Abbink lamp shades, and _ its subsidiary, | retary-treasurer. oak = 4 = Ue building, ore . ANN 
New YorkK—The combining of Bet-R-Lite Products, Inc., maker tie Pee ighteen > N.W. Juper-glo \ — a 


of fluorescent lighting equipment, | . * 
and Bartsch Mfg. Company, manu-_ Appoints Bass Luckoff 


ties under the direction of John |¢acturer of infants’ and baby items.; Acme Film Laboratories, Holly- 


tion, Was announced last week by Heads Promotion Group ing. Business papers and direct) will cooperate in sponsoring an | 


ager of the New York Journal-| complete 16 mm service. ‘ing 14 lectures, to start Feb. 7 in 


29 i 


|dent of the New York Newspaper 


Start Ad Geure \ . : \ 


. 
“a ese \\\\\\ 
wood, has appointed Bass-Luckoff, | The Advertising Club of Wash- ¢ PR \\\\ DEC AIS 
‘Hollywood, to handle its advertis- ington and the Washington Post \ LUMINESCENT \ 


. . | ha’ : Ask for CARDY-LUNDMARK CO. 
Sumner Collins, promotion man-|mail will be used to promote its annual advertising course, includ- | sangiee || 900) GUGHE: 88. a» GGReen 


BPIC, which is now wholly 
pwned by McGraw-Hill, publishes 
five monthly magazines, with a 


was P 

> dlls sixth in development, as well as 
snd gen. fave ynnuals covering various in- 
go air. justries which are circulated in 


105 countries. 

Other independent publishing 
——— Mproperties involved in the inte- 
ig disap- gration are: McGraw-Hill Pub- | 
sm. lishing Company Ltd., of Great | 
ite Britain, which publishes The Ma- | 

chinist and supervises the sale of 
am ana-f™the company’s books and maga- 
McCann-fines in Europe; McGraw-Hill 
iid. The igest, a monthly digest of tech- 
. register fMnical U. S. magazines for distri- 
O a radio ution abroad; McGraw - Hill 
with thef#World News, a business and tech- 
as a re-[—mical news service with bureaus) 
ade afterfMin overseas trade centets; over$eas 
1 on thefMcirculation of the company’s do- | 
mestic magazines, and an ex- 
h can befMpanded international book pub-| 
analyzer,™#ishing and distribution program. | 
re: Does —__—_———_——_- 
he peopleSwiatek to Nu-Way | 
>ach; can Ff | 
ould in- S. Stephen Swiatek, formerly | 
_ [sales promotion director for Dia- 
n elemen\#nond Machine Tool Company, Los 
sh of twofMAngeles, has been named assist-| 
ymmercialMnt advertising manager of Nu-| 
Vay Appliance Corporation, Los 


nal field 


the pro-™Argeles. He will have charge of | 
ade alongg@public relations. 
more sys- 


bout the oves ie A. Office 


itself, in- The Knollin Advertising Agency | 

it criteriafMffice in Los Angeles has been 

\ilure, and—moved to the Quinby building, 650 

e relationgpouth Grand Ave. 

lings and 

es. . BAs a user of Words 

> was first 

e Univer- e . 

was usecfOU Will be thrilled 

ular songs 

ne it hiBy the Words of .... 
y the 


i. HerzosiA MAN WHO MADE A FORTUNE 
widely fo'NWITH WORDS, NAMES AND MEN 


" > } 
rograms. 


bs he tells you of his business experi- | 
Fnees_ in that interesting book | 
‘Teacher of Business.” 


yency 


gency, Pe: 
pointed this man who built one of America’s 
— Of Duragmost successful business publishing 
urora, Illj@properties—The McGraw-Hill Pub-. 
; Midwest4@ishing Company is none other than_ 
Mackinawiames H. McGraw. 

Hotchkiss 
ny, Brad@the size of this book is 6% x 91%4—| 
sry; Stecleq#' is bound in a _ beautiful green | 


oria, make mulated leather with title and sub 
nt; Jefferg@itle printed in gold ink on the front 
ink, PeoriagyP°ver. 

mpany, Pe 


and. Ken a vutographed photograph of Mr. | 


» Peoria. . 


Analy ze¢ o to your business and home 
rt rary 


a 375- pag 
ham T) ade per copy 
trade nat 


rk Map ual, $1 00 | E ; 7" 


:5@(vertising Publicati I 
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- a useful, permanent addi- | COSTS A FRACTION of NEON 


THE FLUORESCENT DISPLAY 
THAT HAS EYE APPEAL 


SALES APPEAL! 


DOUBLE FACED 

¢ OUTSIDE TYPE for INSIDE USE 
BRIGHTER than NEON 

BETTER than NEON 


full particulars 


i ; | : 
ADVERTISING DISPLAY CO. [Ti : 


1216 Jackson Street Etched Sloss Display with stainless steel metal base and 
Cincinnati 10, Ohio border 
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Morrison Named V.P. 


William Morrison, radio 


tor and account executive of Gar- 
field & Guild, San Francisco, has 
been appointed a_ vice-president 


of the agency. 


Crosley Boosts Felix 


Clarence G. Felix, manager of 
has been appointed 
works manager of the Cincinnati 
plants of the Crosley division of 


radio sales, 


the Aviation Corporation. 


Brokerage Firm 
Tries Out Video 


direc- 


New York—Television, 
racks up another “first” 


tically every day, last week had 
its first program to be sponsored 
by a financial firm. Merrill, Lynch, 
Pierce, Fenner & Beane, the coun- 
try’s biggest brokerage firm, paid | 
for a WCBS-TV teleshowing of 
the New York Stock Exchange 


7. 


st Readership 


NUMERICALLY — 
BECAUSE OF 


- 


Building | 
SUPPLY NEWS exchange by the “March of Time,” 


|is expected to be shown within the 


a 


film, “Money At Wort. 


with CBS 


ther Law). 


| business. 
The film, made for 


| No agency was involved; 
|firm placed the program directly 
(its other advertising 
goes through Albert Frank-Guen- 


Winthrop H. Smith, managing 
|partner of the brokerage house, 
appeared briefly before the video 
cameras to introduce the film and 
lexplain its use in the stock ex- 
change’s program of educating the 
|general public on the securities 


the stock | 


next several weeks by all other, 


commercial television stations in 
the country. Prints are also being 
made available for showings at 


schools, churches and service clubs. | 


Libby Names Two V.P.s 

Libby, McNeill & Libby, Chi- 
cago, has elected as vice-presi- 
dents John T. Knowles, who will 
supervise all laboratories and will 
direct research and quality con- 
trol, and Earl Price, who will 
supervise the baby foods and 
eastern pickle and condiment de- 
partments. 


Store Names Dinerman 


Henry Harris, Inc., women’s ap- 
parel shop, Cincinnati, 
pointed Dinerman & Co., Cincin- 
nati, to direct its advertising, in- 
cluding newspaper, direct mail 
and all activities in connection 
with a contemplated expansion 
program. 


Borden Advances Two 


Jesse O. Bickmore, advertising 
manager of the grocery products 
division of the Borden Company, 
New York, has been promoted to 


has ap-_ 
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SOMETHING NEW—George P. Shillinger, center, manager of Behel & Waldic 

& Briggs’ new western Michigan office in Muskegon Heights, is shown with 

B. D. Waldie, left, president, and George L. Briggs, vice-president and treas. 
urer of the Chicago agency. 


division. ‘Succeeding him as ad- 10,000,000 Radio 
vertising manager is Harry C. 


Welch, who has been assistant ad- Sets Made in ‘46, 


is a family business.. 
family gets together. 


Art Page, 


Farmers like to talk things over. 
.so we talk shop when the whole 


That usually means meal—time. 


rural schools and farm help, 


ao 


Where Prairie Farmer- 


WLS Influence is 
Concentrated Among 
14,000,000 People 


HAUT 


»»——_—~, 


We sit down to dinner 
with our folks every noon 


Farming, 


So at 12 every noon 
(Mondays to Fridays) it's "Dinner Bell Time" 
associate editor of Prairie Farmer, 
ducts the program, pulls up his chair and puts his feet 
under the table along with our folks all over 

"Lincoln Land." 
Then's when we talk over the news of farming-— 
everything from curing wet hay to cockleburrs. 
what's doing at the fairs, 
shows, 
canning sugar. 
We're mostly all one kind of folks here in "Lincoln 
Land" and we like to help each other. 


dairy meetings, 
corn borers and 


you know, 


on WLS, and 
who con—- 


We discuss 
and stock 


---B.D.B. 


Veicse wee owe people... LET US 
INTRODUCE YOU TO THEM 


Dinner Bell Time is Prairie Farmer’s and WLS’ oldest 
radio program. It takes the people of “Lincoln Land” 
picnics and fairs and corn husking contests by remote 
pick-ups—50 and more a year. Art Page interviews almost 
everybody worth while in farming. 

It is no wonder that Prairie Farmer and WLS have won 
the confidence of the 14,000,000 people of “Lincoln Land” 
. +. and can introduce manufacturers of worthy products 
to this rich rural-urban market under the most favorable 
auspices. 


ARM 


>>> CHICAGO 


BURRIDGE D. BUTLER, President 


Win stge OF cele 


PENETRATE DEEPER 


vertising manager. 
RMA Estimates 


WASHINGTON — Radio receiver 
proguction broke all records in 
1946, with the Radio Manufac- 
turers Association reporting that 
its members and others made mors 
than 15,000,000 sets. The previous 
record was 13,640,334, set in 194] 

Production by RMA member: 
alone included 10,219,191  tabk 
models, 925,171 consoles, 1,153,- 
458 automobile sets and 1,022,689 
portables. The table models in- 
cluded 1,215,924 radio-phonograp! 
combinations and the consoles in- 
cluded 820,979 of the combinatior 
type. RMA companies make about 
85% of radios produced in the 
WU, 3, 

The RMA reports its members 
television set production totale 
6,479, more than half of whic 
came in December alone. FM pro- 
duction also jumped markedly i 
the final month. Of 181,485 FM 
sets turned out in the year, about 
/41,000 were made in December 
|Receivers of all types were being 
manufactured at the end of ti 
year at the rate of 20,000,000 a 
year. 


NEARLY 1,000 VIDEO 
SETS IN CHICAGO 


Cuicaco—The number of tele- 
'vision receivers in Chicago now 
exceeds 900 sets, William Edd) 
,|head of WBKB, has revealed. The 
television station reports a. record 
,of 912 sets, compared with onl) 


President 
Prairie Farmer and WLS 


|358 in this area early in Novem- 


| ber. 


Boosts Hoefer, Mitchem, 
Adds Phillips to Staff 


Charles Hoefer Jr., manager 0! 
Rock Products for the past fou! 
|years, has been appointed mah- 
‘ager of American Hairdresser 
Both are MacLean - Hunter pub- 
lications, published in Chicago 
Stanley A. Phillips, formerly wit! 
Pit and Quarry, succeeds M! 


ucts. 

Dan Mitchem, who had bee: 0! 
the staff of American Hairdr sse' 
prior to Navy service, as we! 4° 
for the past year and a half | inct 
his return, has been appo nite 
eastern advertising manager «° thé 
publication, with headquarte s !! 


derson. 


The Hawaiian Pineapple 
pany, San Francisco, which 1a‘! 
fall introduced Dole frozen  °es 
pineapple in Newark and ie 
New Jersey cities, last week Rt 


inch advertisements in daily | 
papers of New York City 
towns and cities of New Yor 
Connecticut, to promote the 


- » « USED AS 
A TEAM THEY 


under way this week in |! 
delphia, Camden and_ Tr‘ 
N. W. Ayer & Son is the age! 


Hoefer as manager of Rock ! “od- 


New York. He replaces L. L. An 


Extend Dole Campaic. 


a 16-week campaign of 40 an 2" 


uct. A similar campaign wi! 2° 
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West Coast Clubs 
Endorse Business 
Advancement’ Plan 


,ERKELEY, CAL.—- An all-inclu- 
sive program to promote the use| 
of advertising in interpreting the | 
American system of private enter- 
prise to the public won hearty ac- | 
cord of member clubs at the mid- | 
winter conference of the Adver- 
tising Association of the West here 
Jan. 19-21. 

Each of the 37 clubs represented 
at the three-day meeting gave its 
endorsement to the association’s 
“Advancement of Business’ pro- 
gram and, in addition, promised 
full cooperation. Under the direc- 
tion of George Weber, partner in 
the agency of Mac Wilkins, Cole & 
Weber, Seattle, a complete plan of 
operation is being readied and will 
be distributed to the association’s 
entire membership. 

The association’s program insists 
that the public must understand 
“how a business operates; why 
profits are essential; where profits 
go; how employes’ welfare depends 
on profits; why a firm advertises, 
and how advertising creates and 
maintains jobs.” The program in- 
cludes: 

Coordination of effort with other 
organizations working to the same 
end; the use of contact units with 
these groups; gathering of ma- 
terial prepared by other groups 
for wider dissemination; prepara- 
tion of material to give the basic 
information to business groups, 
women’s clubs, teachers, legisla- 
tors and labor organizations, and 
distribution of suggested material 
for advertisements, radio pro- 
grams, newspaper editorials, 
speeches, employe house organs, 
etc. 


Works With Adclubs 


Vernon RK. Cus cu-liu, dusistant to 
the publisher of the Oregon Jour- 
nal, Portland, and president of the 
AAW, who served as one of the 
conference chairmen, has been 
meeting in past weeks with the 
various adclubs to enlist the ad- 
vice of advertising and business 
leaders in the use of public rela- 
tions advertising to sell the Ameri- 
can way of life and advertising’s 
part in it. 

Grover Kinney, president of Ad- 
vertisers Distributors Service, 
Denver, was elected vice-president 
of the AAW, to succeed James 
Holm, advertising manager of the 
United States National Bank, Den- 


ver. Mr. Churchill continues as 
president, and Charles W. Collier, 
San Francisco, is managing di- 
rector. 

The Advertising Club of Oak- 
land acted as host to the associa- 
ton, whose clubs are located in 
the 11 western states, western 


Canada, Hawaii and Alaska. 


Flynn Adds Accounts 


The Edward J. Flynn organiza- 
on, Los Angeles, has added the 
wing accounts: Birtcher Cor- 
tion, surgical instruments and 
tro medical equipment; Birt- 

Bros. & Dorr, Inc., 
range juice, and George S. 
npson Corporation, maker of 
Olde Thompson pepper mill. 
is for all three companies in- 
e wide-scale advertising and 
ic relations campaigns. 


fol 


‘es Managers Elect 


. lomas W. Cutting of Hills 
SY s. Coffee, Inc., has been elected 
ident of the San Francisco 
Managers Club. Other of- 
recently elected are T. A. 
el, Bell-Brook Dairies, and 
Hasemann, California Pack- 
Corporation, vice - presidents; 
Guering, Langendorf-United 
 erles, secretary, and Homer 
Beech-Nut Packing Com- 
treasurer. 


frozen | 


‘Loew's Nets $17,900,000 


Loew’s, Inc., and its subsidi- 
aries, in the fiscal year ended Aug. 
31, 


accessories for the 


totaled $181,669,541. 


year 


Hays Agency Formed 


Stephen R. Hays, Inc., industrial 
advertising agency, has _ been 
formed with offices at 24 Central 
Av~* Waterbury, Conn. 


sels 
y 


Names Honig-Cooper 
A. Giurland & Bro., San Fran- 


|cisco, has appointed Honig-Cooper 
1946, had a net profit after | 
taxes of $17,958,945. Theater re- 
|ceipts, rentals and sales of films 
‘and 


Company, San Francisco, to handle 
the advertising of Star olive oil 
and other Star products including 
its blended whisky, Somerton. 


Reelected by Grocers 


William M. D’Miller has been 
reelected president of the National 
Retailer-Owned Grocers, Inc., for 
the 13th consecutive year. He 
was also elected treasurer. Re- 


elected vice-presidents are W. E. 
Ray, Grocers’ Wholesale Co-op, 
Inc., Des Moines, first vice-presi- 
dent, and E. G. de Staute, Spartan 
Grocers Ltd., Los Angeles, second 
vice-president. H. W. Garbers has 
been named secretary and gen- 
eral manager. 


Three to Pan American 


Stations HJCU, HJCA and 
HJCV, Bogota, Columbia, have ap- 
pointed the Pan American Broad- 
casting Company, New York, as 
exclusive representative. HJCV 


31 


has just increased its power from 
500 to 1,000 watts, with a change 
in frequency from 1,460 to 1,450 
kilocycles. HJCA has changed its 
frequency from 4,855 to 4,850. 


THE LETTER SHOP, Inc. 


im 431 S. Dearborn St., Chicago 5. Illinois 


ADVERTISING OFFICES - 


NEW YORK + CHICAGO - 


“The simplest way to open a mind is through an interesting bit of information” 


Offering advertisers the best customers 
of best stores everywhere 


BOSTON + PHILADELPHIA - 


CLEVELAND + DETROIT + ST.LOUIS - 


SAN FRANCISCO - 


TORONTO + MONTREAL 
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Pennsylvania 
Appeals Court's 
Ruling on Oleo 


HarrisBurG, Pa.—The Common- 
wealth of Pennsylvania has ap- 
pealed to the state supreme court 
a decision of the Dauphin County 
court which invalidated the $100 
retail and $500 wholesale license 
fees imposed on oleomargarine 
dealers by a law enacted in 1901. 

At the same time, State Rep. 
David H. Weiss introduced a bill 
in the house to repeal outright the 
entire oleomargarine law. This 
would include scrapping the pro- 
vision that levies a $1,000 annual 
license fee on manufacturers of 
oleo in the state. 

If Representative Weiss’ bill be- 
comes effective, it might save the 


| State about $4,000,000 in tax re- Hires Makes CBS Debut 


| funds. Dealers could claim that 
‘amount for the past five years if 
the supreme court rules that the 
statute is unconstitutional. 


PIA Totals 45 Members 


The printers of San Antonio 
have renamed their association 
and have affiliated with Printing 
Industry of America, Inc., Wash- 
ington, as Printing Industry of San 
Antonio. The addition of this city 
raises to 45 the number of cities 
which are qualified association 
members of PIA. 


‘Esquire’ Produces Film 
Esquire’s new film, “Where do 
we go from here?”, which fore- 
casts war-born changes in the 
domestic economy, was produced 
in the magazine’s studios, under 
the direction of John Sheperd, not 
in General Electric studios, as re- 
ported in the Jan. 27 issue of AA. 


| nia 


ADVERTISING 


TORONTO MONTREAL WINNIPEG 


Ba Ba. CANADA 
GIBBONS LTD. 


2: BAY STREET. 
REGINA 


MERCHANDISING 


CALGARY EDMONTON VANCOUVER 


Charles E. Hires Company, 
| Philadelphia, made its CBS debut 
Jan. 26 when it started ,Sponsor- 
'ship of “Here’s to Ya,” weekly 
half-hour musical program, on the 
network (Sundays, 2:30-3 p.m., 
|EST). The program, known as 
| “Sunday Party,” formerly was 
laired via ABC, through N. W. 
Ayer & Son. 


Heffron Leaves NAB 


Edward J. Heffron has resigned 
as executive assistant to the presi- 
dent of the National Association 
of Broadcasters, Washington, a 
post in which he has been in 
charge of public relations for the 
association, to enter active legal 
practice. 


Names Burton Browne 


Harley C. Loney Company, De- 
troit, manufacturer of wheel bal- 
ancing weights and equipment, has 
appointed Burton Browne Adver- 
tising, Chicago, to handle its ad- 
vertising. National consumer 
media will be used for a campaign 
on the importance of properly 
balanced auto wheels. 


Co-op Advertising 
Takes a Beating 
from Agency Exec 


N. Y. Marketing Group. 


Hears Lorin Describe 


It As a ‘Headache’ 


NEw YorK—The manufacturer 
who is now deciding about using 
cooperative advertising would be 
well advised to discard the idea 
unless it is basic in the industry, 
Joseph Lorin, vice-president of 
Grey Advertising Agency, told the 
New York chapter of American 
Marketing Association last week. 

Attacking retailers’ use of co- 
operative allowances, Mr. Lorin 
asserted that “except under ideal 
conditions” co-op copy proved to 
be more of a headache than its 
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RAY Correspondence Course on SAN FRANCISCO 


Is there any difference 


between these two maps? 


SONOMA 


San Francisco is situated at 37° 48’ north 
latitude and 122° 22’ west longitude. It 


has a land area of 


the nation. 


the Pacific Ocean. 
San Francisco Bay. 


culation in the city 


The Real San Francisco Trad- 


ing Area, 
analysis of 
West 


to San Francisco to 
their important 


as shown by an 
trading habits. 
Retail sales tax statistics show 
that the residents of the other 
Bay counties (Sonoma, 
Marin, and San Mateo) come 


make 


purchases. 
Compare this map with the 
other one on this page. 


with 18,460 customers per square mile. 
It is one of the most compact markets in 


San Francisco is bounded on the west by 
. . . On the east by 


the Golden Gate Bridge to flourishing 
Marin and Sonoma counties... . And on 
the south by San Mateo County with its 
prosperous residential communities. 


San Francisco’s points of interest include 
the Golden Gate and The Call-Bulletin, 
the newspaper with the largest daily .cir- 


circulation in the combined area of the 
four West Bay counties comprising the 
real San Francisco trading area. 


The CALL-BULLETIN 


San Francisco’s Friendly Newspaper 


Faculty members for this Course on San 
Francisco are ready to give you person- 


44.82 square miles, 


3} 
“a 


vis 


... On the north by 


and the largest daily 


The 


circulation in the city 
county of San Francisco. The 


Area of Call-Bulletin 
Circulation Leadership is 
shown on this map. The Call- 
Bulletin has the largest daily 


and 


Call-Bulletin has the largest 


alized assistance on your San Francisco 
marketing problems. They are attached to 
offices of Moloney, Regan & Schmitt, Inc. 


daily circulation in the com- 
bined area of the four West 
Bay counties. Compare this 
map with the other one on 
this page. 


* Of course not! 


They are exactly 


the same! 
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results warranted. 
] The manufacturer who goes ir ig 
{cooperative advertising, he said 
normally does so because he wa ts 
‘the prestige of local stores aj- 
| vertising his products and becai se 
he wants the advantage of placiig 
|copy at the local rate. 


Shows Other Side 


For these two advantages, ie 
often discovers (1) that retailer 
| copy is ineffective; (2) that his 
pred is placed in the weaker 
media, often with poor timing: 
(3) that it is difficult to plan an 
advertising budget with coopera- 
tive allowances; (4) that he must 
weed out charges on omnibus ad- 
vertisements, which wrap up his 
and other products, and (5) that 
he will inevitably be accused of 
discrimination among retailers. 

In some industries, he admitted, 
cooperative advertising budgets 
are such standard practices (he 
cited the corset and cosmetic in- 
dustries) that no change is pos- 
sible unless on an industry-wide 
| basis. 

In no case, Mr. Lorin declared, 
should the cooperative budget take 
|the form of an allowance. “This 
|simply adds up to a discount,” he 
| asserted, adding that retailers sel- 
dom used allowances properly. 


Offers Checklist 


If a manufacturer is forced into 
cooperative advertising, his adver- 
|tising agreement should include 
| the following 10 points: (1) clear 
basis of agreement on copy al- 
'lowances; (2) ceiling on expendi- 
tures; (3) media specified; (4) 
tear sheet arrangement described: 

(5) necessary timing prescribed: 
(6) agree on a reasonable presen- 
tation of brand name; (7) agree- 
/ment on national or local rate: 
(8) set price, so that price-cutting 
‘is avoided; (9) costs of produc- 
tion clearly understood; (10) 
'what kind of backing and follow- 
through will be provided by the 
retailer. 

| Newspapers, Mr. Lorin said 
‘flatly, are more and more inclined 
‘to bill cooperative advertising at 
ithe national rate, although he 
feels that this. situation may 
| change as more newsprint becomes 
/ available. 

| On the other side of the fence, 
'Murray G. Kushell, sales promo- 
|tion manager of Personna Blade 
'Company, said that cooperative 
advertising could be an effective 
sales tool, and he recommended 
‘that manufacturers and agencies 
‘stop sending retailers materials 
| they cannot use, and that they re- 
/'member that the individual re- 
\tailer must tell his own story 
'“Cooperative advertising,” Mr 
|'Kushell noted, “is proof of the 
| advertiser’s need for local ef- 
| fort.” 

| 


| Vortman Rejoins BSF&D 


Clyde Vortman, who has been 
| with McCann ~- Erickson, has ‘e- 
| Brook the media department 0! 
Brooke, Smith, French & Dorrane, 
‘Detroit. 


| Cantor Office Moves 


| The Miami Beach, Fla., office 0 
Solis S. Cantor Advertis! 

| Agency, Philadelphia, has | 
/moved to larger quarters in ‘‘€ 
(350 Lincoln Road building. 


| 
| 


ms 


3 90 


| Gordon Promotes Mank « 


| Vincent Manka, general sa 
manager of Claude S. Go! 
Company, Chicago, manufact 
of heat treating equipment, 
_been appointed vice-president 
| 


| Jefferson Names R&R 


Jefferson Island Salt Comp 
Louisville, has appointed the ‘ 
cinnati office of Ruthrauff & R 
| to handle its advertising. 


Appoints Sperling 

| Louis Sperling has been 

pointed manager of radio proc 
tion of Advertiser’s Service C 
|pany, Pawtucket, R. I. 
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¢735,000,000 | 
Fetail Ad Total | 
Ceen in Dailies 


Jew YorRK—An expenditure of | 
¢/35,000,000 in newspaper adver- 
tising linage for 1947 by the na- | 
ticn’s retail dry goods stores is 
predicted by Milton Stern, presi-| 
dent of Controlled Promotions, 
Inc., based on a survey among 400 | 
department stores. 

This represents an _ estimated | 
gain of more than 20% from the 
peak year of 1946, which marked 
the spending of $616,000,000 for 
870,100,000 lines of newspaper 


space in the department and spe-_ 


cialty stores field, he said. Last 
year’s gain was 25.7% more than 
in the same period in 1945, when 
$490,000,000 was spent. 

Of the stores which responded, 
82% indicated increases ranging 
up to 25%. Sixteen per cent in- 
dicated no change from 1946, and 
2% expected to reduce. 

Greatest expectancy in linage 
increases is for the promotion of 


home furnishings, but it is highly | 


contingent on the delivery of these 
items, Mr. Stern explained. He 
said there will be a trend towards 
a decrease in institutional adver- 
tising in favor of advertising spe- 
cific items, due to the resurgence 


of selective buying on the part of) 


the consumer, and the ability of 
stores again to order specific items 
in quantity with certainty of de- 
livery to meet scheduled promo- 
tion dates. 


Plan Store-Wide Promotions 


A total of 72% reported that 
they will return to seasonal store- 
wide promotions (anniversary 
sales, holiday tie-ups, monthly 
clearances, etc.) with emphasis on 
desirable savings and timely pur- 
chases. This will be mainly to 
maintain or increase sales figures 
in soft lines and fashions. 

More than 60% of the stores 
said that they will develop regu- 
lar use of direct mail order 
brochures as well as seasonal de- 
partment mailings. The stores also 
reported plans to use less coop- 
erative advertising due to the 
easing of supply and the resump- 
tion of the buyers’ market (bear- 
ing in mind, Mr. Stern said, that 
most co-op advertising was carried 
on under subtle préssure), 
new brand name_ products, in 
favor of private and store-owned 
brands directly promoted by the 
stores. 

Controlled Promotions 
conducting among 
department stores a_ continuing 
survey in the magazine and radio 
fields. 


is also 


Huber Firms Merge 


_Three Huber companies—Huber 
Company, Inc., J. M. Huber Cor- 
poration, and J. M. Huber, Inc.— 
have merged into one company to 
be known as the J. M. Huber Cor- 
poration. The move brings to- 
gether Huber interests in the pro- 
‘uction of crude oil and natural 
fas. the manufacture of carbon 
lack and natural gasoline; mining 
refining of kaolin clay; pro- 
luction of rubber chemicals and 
riting inks, and operation of 
tun erlands. 
_ + ineipal sales office for indus- 
t products will be moved 
; ly from 460 W. 34th St. to 342 
Ma ison Ave., New York. The 
office for the sale of printing 
. located at 602 62nd St., 
ciyn. 


sts Roach, Dienstl 


nes G. 
tising 


B 


oO 


Roach, on the grocery 
sales staff of Chain 
Age, New York, has been 
nted assistant advertising 
ger of the Grocery Editions. 
ond G. Dienstl, who has been 


e advertising sales staff of 
Frountain-Restaurant Section 
the Administration Edition, 


een assigned to the Grocery 
ns. 


and | 


1,000 leading | 


Nelson Joins Larken 


Russell D. Nelson, formerly ac- 
count executive of Melamed- 
Hobbs, Minneapolis, has joined the 
account staff of Larken Advertis- 
ing, Minneapolis, industrial spe- 
cialist. 


Names Lindsay Agency 


| 


Eastern Electronics Corporation, | 


New Haven, Conn., has named 
Lindsay Advertising Agency, New 
Haven, to handle its advertising 
Trade publications will be used. 


Schedules Radio Clinic 


Fred A. Palmer Company, sta- 
tion management consultant in 
Cincinnati, in cooperation with a 
number of radio sales executives, 
is sponsoring a radio sales training 
school and clinic, which will be 
held in Cincinnati on Feb. 24-26. 
Registration is open to anyone 
engaged in radio sales. 


Tombras Forms Agency 


Charles P. Tombras, formerly 
advertising director of the Knox- 


|apparel, and said to be the origi- 


ville Utilities Board, nas formed 
his own agency, Charles Tombras 
& Associates, in the Goode build- | 
ing, Knoxville, Tenn. Others as- | 
sociated with him are Kenneth D. 
Wright and Robert H. Brigham. 


‘Names Cecil & Presbrey 


Worumbo Mfg. Company, Lis- 
bon Falls, Me., manufacturer of | 
woolens for men’s and women’s | 


nator of “Polo cloth,” has switched 
its advertising account from Robert 
B. Grady Company, New York, to 
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Cecil & Presbrey, New York. Color 
pages in consumer and business 
magazines will open the campaign. 


‘YER Promotes Rainbolt 


Young & Rubicam, New York, 
has promoted Wynn Mack Rain- 
bolt Jr., recently in charge of a 
creative group specializing on war 
bond work for the United States 
Treasury, to associate copy di- 


rector. Mr. Rainbolt joined Y&R’s 


research department in 1934 and 
later transferred to the copy de- 
partment. 


News. Advertising. Reasership Devoted 


to Building a Better Civilization 


Objective: SALES. 


An advertiser in THE CHRISTIAN SCIENCE MONITOR 


has written: 


“We have just completed seventeen years of contin- 
uous advertising in The Christian Science Monitor 
and wish to express our thanks to this paper and its 
readers for their staunch support.” 

Such continuity as this in advertising schedules in 
the MONITOR occurs because advertisements in this 
international daily newspaper sell goods and services 


Branch Offices 
NEW YORK: 
CHICAGO: 
DETROIT: 
KANSAS CITY: 


333.N 


500 Fifth Avenue 

Michigan Avenue 

3-101 General Motors Building 
1002 Walnut Street 


SAN FRANCISCO: 625 Market Street 


LOS ANGELES: 650 8. Grand Avenue 
SEATTLE: 824 Skinner Building 
PARIS: 56 Faubourg Saint Honore 


LONDON, W. 1: 


21-23 Shaftesbury Avenue 


GENEVA: 28 Rue du Cendrier 


SYDNEY: 


46 Pict Street 


-.- Result: SALES 


regularly and in substantial volume. When your ad- 
vertising appears in the MONITOR, you are reaching a 
consumer group who are exceptionally loyal to 
MONITOR advertisers. Likewise, these consumers have 
better than average ability to buy. 

May we give you full information about the 
MONITOR MARKET? A telephone call or letter will 
bring this information promptly. THE CHRISTIAN 
SCIENCE MONITOR, One, Norway St., Boston 15, Mass. 
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Forecasts Demand Gleiss Named V.P. 


for Lower-Priced 
Quality Goods 


New YorK—If manufacturers 
want to know what retailers have 
found to be their best selling 
staple soft goods and the prices 
consumers want to pay for them, 
they can find out from a National 
Retail Dry Goods Association sur- 
vey of 65 wearing apparel and 
home furnishings items. 

On the basis of a poll of its 
membership (about 7,500 retail 
stores representing 70% of the 
total value of retail volume in 
the country), NRDGA has found 
a unanimous desire for lower prices 
by consumers and for a return of 
quality merchandise. 

Data was drawn up from re- 
ports of a representative sample 
of 100 stores (chosen for geo- 
graphical distribution) replying to 
a questionnaire sent out Dec. 12. 
Among the facts uncovered were 
that men’s shirts were reported 
selling best at $2.50 by 26 stores, 
$3.50 by 24, $2 by 17, $2.95 by 13, 
$3 by 13, and $3.25 by 9. Interest 
was heavy in 130x60 white broad- 
cloth, Oxford Madris collar-at- 
tached styles, in branded lines. 

Women’s house dresses (wash- 
able, of good quality, durable 
fabric in 80 sq. percale or cotton 
rayon), were reported in greatest 
demand at $2.98 by 26. stores, 
$3.98 by 19, $3.95 by 17, $1.98 by 
13, $.95 by 12, and $5.98 by 11. 

Reporting on blankets, 19 stores 
found good demand at $10.95, 11 at 
$5.95, 11 at $12.95, 9 at $7.95, 8 at 
$14.95, and 7 at $10. Seven stores 
reported demand for $16.95 North 


Star (72x90) 100% wool blankets. | 


In general, demand was for 72x90 
and 80x90 100% wool blankets 
with satin binding. 

Complete information on the 65 
items surveyed, including detailed 
descriptions of each, is available 
at NRDGA headquarters, 100 W. 
31st St. 


Marshall Elected 


G. W. Marshall Jr., general 
manager of the Asbestos Textile & 
Packing division of Raybestos- 
Manhattan, Inc., Manheim, Pa., 
has been elected president of As- 
bestos Textile Institute, Philadel- 
phia. 


M&M Names Compton 


M & M Ltd., Newark manufac- 
turer of M & M’s candy coated 
chocolate, will switch its account 
from the Biow Company to Comp- 
ton Advertising, New York, effec- 
tive April 1. 


NO TYPE 


weed tn this ad! 


Anyone, anywhere can set 


' 


type this new, practical way 


Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 


able leatherette case 


2 


ew 24 -Page 
Catalog 


SPIRES Searcy TAPE On TOr...REMOWE FROM STICK USE! 


OL OL LEE | 


1415 ROSCOE ST., CHICAGO 15, ILLINOIS 


Henry Gleiss, formerly research 
director of the Statistical Tabu- 
lating Company, Chicago, has been 
appointed vice-president and 
member of the board of Gould 
Brown & Sumney, Inc., Chicago 
market research and analysis firm. 


Swanberg Advanced 


Stanley G. Swanberg has been | 
elected executive vice-president of 
Botsford, Constantine & Gardner, | 
San Francisco. 


Advertising Age, February 3, 1: 


Dailies Appoint Fields (Manville Quits Goldberg Clarke to Scott-Choate 


Stanley Fields, formerly adver- 
tising manager of the Patriot, 
Greensboro, N. C., has been ap- 
pointed state advertising manager 
of the Greensboro News and Rec- 
ord and the Patriot. 


Bank Names Ellis 


Niagara County Savings Bank, 
Niagara Falls, has appointed Ellis 
Advertising Company, Buffalo, to 
direct its advertising and pub- 
licity. 


Richard Manville, New York 
consultant on advertising and re- 
search, has resigned as consultant 
to Alvin M. Goldberg Market Re- 
search, Inc., New York, which he 
assisted in studies testing radio 
commercials’ effectiveness. 


To Mercready & Co. 


The Institute of Practical Draft- 
ing, Newark, N. J., has named 
Mercready & Co., Newark, to 
handle its advertising. 


Lynn B. Clarke, for many ye 
with Batten, Barton, Durstine 
Osborn, Kenyon & Eckhardt, ; 
other agencies, has joined the 
ecutive staff of Scott-Choate P; 
lishing Company, New York bi 
ness paper publisher. 


Names Reimers Agenc, 
Parfums Revillon, Paris, has 


pointed Carl Reimers Compa 
New York, to promote Carnet , 


| Bal perfume. 


SS Ra aR 


Gey see 


SRDS is preparing a 


new soit feature — a 


PRODUCT-ADVERTISING GUIDE—to help answer 


the Media Buyer's question: 


7 , 


- 


C4 4 
“Am | overlooking any magazine 


that will help 


sell our product?” 


SSENTIALLY, the PRODUCT-ADVERTISING GUIDE 
will connect each magazine that is regularly 
listed in the SRDS Consumer Magazine Section with 
the specific types of products for which it is a suit- 
able advertising medium. Thus for the first time 
advertisers and agencies will be provided with an 
organized guide to the magazines that are important 
for the advertising of their individual products. 
The PRODUCT-ADVERTISING GUIDE will become 


a regular part of the Consumer Magazine Section 
of SRDS. 


The new PRODUCT-ADVERTISING GUIDE is the result 
of intensive field research and study. Over a year 
ago SRDS commissioned the James O. Peck Com- 
pany to find out what Media Buyers actually go 
through in selecting the magazines for their adver- 
tising schedules. 


During that period, the Peck organization has 
been personally interviewing important advertisers 
and their agencies to get a first-hand, up-to-date 
picture of the thinking and operations involved in 
media selection. 


Sales managers, advertising directors and man- 
agers, account executives, and space buyers co- 
operated wholeheartedly, not only in defining the 
nature of their information-getting problem (your 
information-getting problem), but also in making 
clear why they need more information about con- 
sumer magazines today than ever before. 


These people, who spend millions of dollars a 
year for magazine space, pointed out an unfilled 
need for some means of making sure that they were 
aware of all the magazines that offered specific 
product advertising possibilities. 

The PRODUCT-ADVERTISING GUIDE is designed 
to fill that need. 


The net result of this intensive investigation was a 
clear-cut picture of the close relationship between 
consumer advertising and retailing. 


It showed how advertising has always quickly 
reflected changes in retailing practices, not only in 
copy and art techniques, but also in media selection. 


D- 


> 


iil 


4 sheesh es is Zap ar et SS 
¥ x 4 ; 6 i i ; ve i * <a ie Reina d 3 
: A: : iets - — é pin thei, ad : 
3 ; bie Ae ‘ Sloe dk 
o as MY + : 
mie : 
= mn eC 
Sade gs : 12 
a agen 
one 
ee : 
— Ss os 
oS 
; : & ‘> 
| d pie 
> - = ” 
2% ea 5 
= i- ‘ 
cadet Messcicacaidnces V ict 
: a 
feted 
bien tes Po PO 
aes Aa pee 3 
ee eis 
; = Sia 
“ : = Po 7 
2 a um | 
- meat 
; —_ NR ee 
_ — 
ogre © 
ees Prine Re = eS ks es ee 
“eg a ? - ye eee es] 3 Sat tS Mi Vaan ee . 
a =v “4 
oe : é 
ogrieeet ’ ra 
ae uss > ; : 
ie.) 
per 
f; € - y re 
ete Sates ‘ a) $m * 
= lig c 
; peru: wre 
ie are iat ~~ 
ta Bs Ja fn £4 
ie - ff. ee es : 
| _ 7 ay eee) a: 
fe ‘ 7 
; 
2 _ 
ees aa ae : 
iiss ose ; 
ae Siien os 
Ma os ees f 
nana ed pe | § ; 
ani | ; 3 
Bee ees } ’ ; ag, : e , 
aoe CEST 
is 
on > 
‘ . . 
+ - 
2s ae " - 
ERG i i ee 
info ; AA . Tor i A 
aR ee | ‘ 
4 SS 
5 = u SIN L f- 
oe 
wee 
i 
ae 
me a Bo po 
a ee 
oe 
coe Po 
De Oe sell 
. " aa 
: >. en 
, aN ae t ni # weiss ae Fe oe Tet eee seteeoniamre a se _ on BE 
is a 19.) Vee ; Seen + ; aoe Fhe LL Oh te a 
bees) ite a aoe ee: ee ; 1 IM Bec Abe 
uf ‘ Ay enna am ee Te a ‘26 <7, ae eh Pipe se {AGRE Ue 
Bs sa ae eG Ea es lla : elec ae ene gaa oy. 
ea ee are J eo — Nee i. : 
A Pan oe et Ce eaten ae Bo. per. > ei Pi a ST. 
eT, £ i mee Be {oo Sag Site a ye Me i ae : 
Pee Ce ac oe in - Se An , 
: oN Riis Sb ie ea. : as a eee eS 
rf st Se e.,,. “Ee. i ieee oe < ee 
‘ oe uf . f Par 
ee 7 ae Ves fc 
ei). : a: ey, : : SPACE = » halal RS bt 
ie 5 : : < pie Ale ys ~\sreee Pay Ee 
Lyi \ a e aS ic ote Se OF ices. 3 ak get ee 
ee ae BS Yi a: a alia — 
ae ea), — Ps a 2 Ss re ' ; be iy 
REE ot ie Me SR hs it oe MAGAZINES 2 “ay 
= Ganomie: ie =» se hy Pa BRR Rit a : pe he ei ae : 
= Sa . “§ ete Aap eae aa ‘ (sh ri "4 
ae = Ae | 3 ie Bi Rte S Es pen ee ae aaa - 
oa * 9 SORTS Sa Ca Sides eg el is eats. ig 
my ;, Bs “W ee Le i joe as: is Yeas. 
’ ‘ 2. Co +) ew : r, J %, 
2’ + ° — ee s eS a re Xe 
c+ > & —" - ae. f . a Pig os e % Be is 
 &- i 3 aa , ie a =, bas j Ly ze 
‘ ~ va ks “ oF 2a i i kK iv ee, 
= 4 ” q “Re eae ian Bris wae eee 2 ae 
ee : ‘ : A: er - aa 2 eee 
; } F ¢ 3 } % BE ied J ear as eM Rate Ai’ Re ad ar 
~ “ ¥ “ te rae ic ae Decaead _* fc & a 
- s ; ** wa eee eae: 
hes ¢ haere eo tng he a Ss a 
= a & DATA ES 
* ; ; ; , at BRS ign ae 
a : 
Peck pater 
paella, 
€ og : Peewee ee . 
| ! ee 
' ; : es 
" Le aa Ne aS 
y= . ‘ (St ys 
| : 
Os oisiieeheeereeeeennneeniineemene 
rw ' 
- 


ivertising Age, February 3, 1947 


35 


' land, Photoplay, Seventeen and|56 concerts in March, and the pany’s national schedule, also HRKa@mmer to Direct New 
? . . . . 
y ye é ‘CA Breaks Huge Bandleaders. Color copy will be Boston Symphony for 25 concerts, using Life, The Saturday Evening ANAN Detroit Office 
stine & + P = used in supplements, utilizing car- some of which have been given. | Post and Time, features Pitts- aed a. th : ss 
dt, a ecord romotion toon technique. Copy for combina- The company will have advance burgh’s conductor, Fritz Reiner, san" tea Amarin Sees 
s = CAMDEN—The largest campaign tions, home instruments and rec- promotion men, and record _re- during February. per Advertising Network head- 
ga £ * » records ever released by RCA- ords will go into The Saturday leases timed for sale in the cities cenetinian quarters in New York to Detroit 
\ ctor Mfg. Company was sent Evening Post. J. Walter Thomp- as the orchestras reach them. . . M. to take charge of ANAN’s newly 
ently to magazines and news- son Company is the agency. RCA’s chief competitor, Colum- Appoints Wilson A.M me opened offices in the Buhl build- 
yer supplements At the same time, RCA an-|bia Recording Corporation, an- Marie Wilson has resigned as jing, Mr. Hammer has been active 
3 ‘te : . : : . advertising production manager of | jn the network since its incorpo- 
ncy jlack-and-white pages on Red nounced its symphony tours, which nounced that the Pittsburgh Sym- Charies of the Bits, Hew York, to |eetices and was fermecke enles Gis 
has «p- S. al artists and releases will ap- will put the Minneapolis Sym- phony would start its 37-city tour, become advertising manager tor | sector ot Walker & ta. toe 
mpa iy, p ar in Life and Time and popu- phony on the road for 81 concerts and that two new releases by the vivadou, Kerkoff and Delettrez outdoor advertising company: 
rnet de la releases in Life, Look, Made-| beginning at the end of January, symphony would be expedited to subsidiaries of Universal Labora-|y,ce-president of Theodore F. 
iselle, Modern Screen, Movie- the San Francisco Symphony for coincide with its tour. The com- tories. MacManus, Inc., and western 
— |manager of The Saturday Evening 
a | Post. 


The Detroit office is the third 
established by ANAN since last 
'June. The other two are in New 
, York and Chicago. 


| Outdoor Ups Todd 


Outdoor Advertising Incorpor- 

ated has appointed G. B. Todd, 

; formerly Pacific Coast manager, to 

the newly created post of general 

sales manager, the duties of which 

have previously been handled by 

the company’s president, Kerwin 

H. Fulton. Mr. Todd’s headquar- 
ters will be in New York. 


vel. i4. tes eee on MT is - ex) 


It showed how the national advertiser’s objective 
has changed in the course of only a few years from 
more or less indiscriminate coverage of mass 
markets to greater concentration on THE people 
most likely to buy HIS particular product—which 
parallels the retailers’ current practice of catering to 
the specific wants of different types of customers, 
distinguishing, for example, the wants of the Junior 
Miss from the wants of her Mother, the wants of the 
Sportsman from the wants of the Business Man. 


A field test during the development of the new 
PRODUCT-ADVERTISING GUIDE elicited much interest and 
enthusiasm from Media Buyers. For example, here are 
«@ few of their direct remarks: 


“" think the idea is excellent. It will certainly be a 
reminder by informing me which magazines can be 
suitably used. The space buyer isn’t going to lose any , 
sense of judgment. He can still decide whether to use 


| pays 


y Rene : ; will use it.” 
character of individual magazines with respect to —SPACE BUYER, Large Agency 
. their ability to help sell specific products. 
> “Your projected listing can be used as a check list— 
1 The job of building a consumer magazine list that oa ¥ Oe S.renity Neterenee 65 make eure thet 
t covers most economically the people who are most haven't overlooked likely publications. A listing of this 
likely to buy the advertised product brings the sort can be @ time saver and help me settle the ee 
2 Media Buyer face to face with the worrisome ques- of whether or not | have everlooked a publication. 
n tion: “Am I missing any good bets?” —MEDIA BUYER, Large Agency 
The PRODUCT-ADVERTISING GUIDE will help you 
answer that question. 
It will also help you avoid the embarrassing pre- 
dicament when a client, with his thinking condi- “A service of this type can be useful to me while 
tioned by special experience in selling his product, working up a list. | recently had to set up a dress list. 
It brings up some magazine that seems obvious when Naturally, | selected Charm, Mademoiselle, etc. but | 
r it is mentioned, but that never before occurred to kept wondering whether or not | had everything. Then 
\- you as a possibility. | remembered Junior Bazaar. If I'd had such a Guide 
O But the Guide will not presume to absorb any of ” yg : pre agg pondered ever this BECAUSE— 
a the functions of consumer magazine selection. It preble ' SHE CAN AFFORD TO 
will simply bring together for your convenience sev- —MEDIA BUYER, Medium-Sized Agency 
S eral sources of information you normally resort to, The husband, jokingly referred to 
'S frequently at a high cost of time and trouble. And as the “Boss” may make the money, 
e it will suggest where you can get additional useful “Your plan for the Magazine Section seems like @ but it’s the woman who spends it 
n information that relates magazines to products. marvelous thing. If | have a specific classification, or a . that’s whom you reach with 
ta . new account, | can check myself by referring to such a THE WoMAN. Yes, THE WOMAN 
It will be useful to you beginning with the first ‘ ¥ y ~ will pay off with more sales per 
; ‘ , ‘ list. Now, we have only our imagination and memory we . 
\- step in selecting the magazines most suitable for iE cette on" dollar spent if you cones ye 
ss (Si , through the magazine that hits the 
‘ _— pr ere: —SPACE BUYER, Medium-Sized Agency top buying woman's group .. . it’s 
ie It will take us several more months to assemble THE WOMAN. 
ir and organize the information for the PRODUCT- aa iain ie dl 
g ADVERTISING GUIDE—even with the cooperation of +4 wath ane Adin’ alte ac ian dl Flos sles *, 
» the more than 600 magazines now listed in the deat thee Reibiiaiiiiaahans alia ie dient: weak dane lable, ° a> 7 Over 58% of ° 
SRDS Consumer Magazine Section, who will pro- os. en tee t olll hee ° WOMAN readers 4 
a vide the necessary facts. Watch for the announce- MEDIA BUY e are Housewives* ¢ 
: - Medium-Sized Agency A e 
d ment of the Guide’s first appearance. - ee : “purchasing for approx.g 
e _\ 5 people per 7 
ic oP a home tin. @ 
CONSUMER MAGAZINE SECTION yi. \\ / pe? 
in DQ F) eo ee ee < aes See ses of 
; STANDARD RATE-& DATA SERVICE — =] = 
ceeennereemee ee ‘ “ame . 
; ) ana | “When it comes 
7 Me National uthority — | to Figures ... THE WOMAN 
x ® HAS SOMETHING TO LOOK AT!”” 
WALTER E. BOTTHOF, Publisher 
40% are home owners 
ly 333 NORTH MICHIGAN AVE. « CHICAGO 1 ) bail Page ager 
“ , 18-25, 25-35 age group 
n. 


The field work showed how the Media Buyer, with 
hundreds of consumer magazines to choose from 
today, relies on careful, painstaking study and 
analysis, not of circulation figures alone, but of all 
manner of information that helps to illuminate the 


@ publication or not.” 


— DIRECTOR OF MEDIA, Medium-Sized Agency 


“| have the feeling that a lot of fellows around here 


NEW YORK + LOS ANGELES + SAM FRANCISCO 


and pays... 
and pays! 


*Starch Readership Survey 1946 
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"“SEBCing you’... in INDIANAPOLIS 


They’re Storming the Door 
for “The Dixie Four” 


Four palefaces from the land of corn pone are 
taking Hoosierland by storm. They’re “The Dixie Four” 
and their close harmony is keeping Hoosiers close to 
**1070 on the dial” twice daily, Monday through Friday, 
6:45 to 7 A.M. and 12:30 to 12:45 P.M. In addition, 
their “solid sending” has them booked solid for personal 
appearances every night in the week. Check your John 
Blair Man on “The Dixie Four.” Ask him, too, about 
the wealth of sure-selling, live talent shows offered by 
WIBC. HE knows. 

JOHN BLAIR & COMPANY + 


Wibt 


1070 KC 
5000 WATTS 
BASIC MUTUAL 


The INDIANAPOLIS NEWS Station 


NATIONAL REPRESENTATIVES 


Spraying ‘Boom’ 
Forecast for ‘47 
by PowerAire 


CuHIcAGoO—By the end of 1947, 
|some farmers who in the past may 
|never have so much as sprayed 
their own throats, may find them- 
selves spraying crops, cattle, and 
'trees, greasing automobiles and 
trucks, and painting everything 
‘from houses and barns to chil- 


|dren’s velocipedes. This astonish- | 
says the) 


ing boom in spraying, 
_PowerAire Corporation, will grow 
jout of an effective way of using 
| compressed air gained from auto- 
mobile or tractor engines. 
PowerAire, which is just a little 
more than a year old, is basing 
its sales onslaught principally on 
lits “wYe’” compressor, a simple, 
pecan device which collects air 
|from two of an automobile’s cyl- 


oe ee, 


States strikes HOME .. . into more than 9 out of every 10 homes 


way that no other medium or combination of media possibly can. 


Sales are made IN THE HOME! In New Orleans your advertising message in The Times-Picayune New Orleans 


. . . PLUS 100 thousand other trade territory 


homes. Here is a newspaper and a locally edited Magazine that covers the "Deep South's" No. | market in a 


Che Cimes-Picauune 
New ORLEANS STATES 


Re presentaticr 
JANN & KELLEY, Inc. 
ae, NEW YORK DETROIT 
CHICAGO ATLANTA 


Member: 


QUARTER-MI ° 


er’s Statement 


LLION 


ABC Publis! 


OVER A 


SAN FRANCISCO 
LOS ANGELES 


AMERICAN NEWSPAPER ADVERTISING NETWORK 
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inders through the sparkp) ; 
holes. Through this attachme 
‘the farmer will gain up to fie 
cubic feet of compressed air pr 
minute with a maximum pressu e 
of about 100 pounds. 

| To this “wYe” compressor e 
can attach such items as pai it 
spray guns, crop sprayers, a tre 
pruner that will hack its w y 
through one and one-half incl «s 
of maple branch in one cut, a tire 
inflator and pest spray guns. Tie 
“wYe” itself retails for less thin 
$10, but the farmer can buy the 
whole works, which includes ever 
attachment that PowerAire makes 
for compressed air, for $131.80. 


Will Add More Dealers 


Sales of PowerAire equipment 
are made through distributors to 
dealers. At this point, PowerAire 
has distributors throughout vir- 
tually all of the northern part of 
| the U. S., and expects soon to com- 
plete its distributor roster with 
;numerous outlets in the South. 
|Distributors are serviced by 
PowerAire - paid salesmen who 
work under the distributor to as- 
sure dealer satisfaction. 

The famous “wYe” connection 
on which is predicated virtually 
‘all of PowerAire’s successful op- 
eration, is the result of the per- 
sistence of Charles M. Brown, 
president of PowerAire. Mr. 
Brown, who for years sold paint 
for Devoe & Raynolds Company, 
New York, harangued engineers 
and designers into producing plans 
for efficient connections for spark- 
plug holes. His dream of making 
such connections feasible mate- 
rialized in 1944 and later became 
the backbone of Brown-Timmer- 
|man, Inc., Davenport, Ia., which 
has become PowerAire Corpora- 
|tion. PowerAire has no plant of 
|its own and no inclination to get 
/one, Mr. Brown said. Its patented 
parts are assembled in _ other 
plants. 


Kleen-Drink Fountain 


Mr. Brown, a former Oklahoma 
|farm boy, has also introduced into 
PowerAire’s line such items as 
the Kleen-Drink fountain for poul- 
‘try, which forces the hens to reach 
-up to get a drink. As any farmer 
will tell you, this cuts down water 
consumption, helps eliminate the 
necessity for scrubbing water trays 
‘and is generally more satisfactory. 

To make it even simpler for 
farmers to paint their buildings, 
PowerAire is offering its own Glo- 
Aluminum paint, as well as Glo- 
Red and Glo-White. It also offers 
disinfectant, weed killer and a 
spray shield for protecting sur- 
faces during painting. 

To promote its rural items, 
PowerAire in 1947 will employ an 
undetermined number of farm 
publications plus _ considerable 
dealer material. Mitchell - Faust 
Advertising Company, Chicago, 's 
the agency. 


<“g 


‘Seaboard Names Train 


Seaboard Air Line Railroad his 
picked the winner in its $500 pri’e 
contest to name its new stainle:s 
| steel streamlined coach and slee)’- 
ing car train. “Silver Come‘. 
‘the winning entry suggested |) 
|/Mrs. E. S. Newman of Savann: 
Ga., was picked out of 4,500 nam 5 
‘entered by about 7,300 people. T © 
210-line ad announcing the cont ' 
was run in dailies in 25 southe 
on-line cities. The Silver Con 
still being built, will go into se! 
ice early this year between N« 
York, Washington and Atlan' 
Birmingham. Caples Compa! 
New York, is the agency. 


‘Tell’ Makes Bow 


Tell, published by Market 
Publications, 130 W. 42nd St., N 
York 18, is a new monthly ma 
zine for sales and advertis 
people, containing information 
the tools of selling, advertisi 
sales promotion, market resea! 
public relations and _ packagil 
Editor is Carlton C. Porter, f 
merly with Tide and Liberty. 
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HOLIDAY Announces: 


pushed Holiday’s cir 
didn’t tell you was ho 
—caught us with our © 


Here’s what happe 


50.000 CURCULATION ¢ 


EFFECTIVE with Tf 


recently that Holiday is “Hot as @ 
eager public has steadily 


r 600,000! What we 
w this amazing gain outfoxed us 
ates down, so to speak. 

ned: Last summer we consistently de- 
r 400,000 net paid copies. In Septem- 
swing with consistent gains with each 
In January we went over 600,000! 


ast September, that 
dented 


— TOLD YOU 
Red Fox” — that an 
culation ove 


livered just unde 
ber we hit the uj 
succeeding issue. 


just couldn't foresee, | 


such an unprece 


rtising rate was set 


Obviously we 
we would be 
clip today. That's W hy our adve 


moving along at 
so low. 


Your best buy today—is 


with the September, 1947, issue—we are 


in direct proportion to the 
e will be $3,000 per 
ale proportionately.) 
e new 


» new base 


So—effective 
black-and- 


adjusting our rate 
50.000. The new rat 
(Other rates will se 
we circul 


of 7 
white page. 
And we'll deliver an aver 


base figure! 


ation above th 


lation means more 
wide-awake, able-to- 
*s families have in- 
that “The 


ased circu 


Remember. this incre 
ies who are active. 
(Half of Holiday 


.) Remember, too. 
> That’s why your 


Holiday famil 
buy customers. 
comes of $5.000 or more 
Holiday Mood is a Spending Mood.’ 


best buy today is Holiday. 
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Forty Clubs Join 
AFA High School 


Essay Contest 


25,000 Students May 
Tell of ‘Advertising 
and Nation's Future’ 


New YorkK —Forty advertising 
clubs are sponsoring in their com- 
munities, in cooperation with Ad- 
vertising Federation of America, 
a nationwide competition among 
high school students for essays on 
“What Advertising Can Mean to 
the Future of America.” 

The contest, a sequel to the Na- 
tional Essay Contest conducted by 
ADVERTISING AGE for four years 
prior to the war, will be primarily 
on a local basis with judges chosen 
and prizes awarded by the indi-| 
vidual clubs. 

Local winners will contend for | 
national honors. The _ national | 


winner will receive a trip to the| 
AFA convention in Boston May | 


25-28 and also a $500 prize. Sec- 
ond and third national prizes baa 
be $200 and $100. 

National judges will be Dr. Paul | 
H. Nystrom, Columbia University, | 
chairman; Prof. Lloyd D. Herrold | 
of Northwestern University; Ber- | 
nice Fitz-Gibbon, Gimbel Broth- 


ers, New York; Barbara Daly An- | 
Magazine, and} 
Benjamin H. Namm, the} 


derson, Parents’ 
Major 


Namm Store, Brooklyn, until re- 


cently president of National Retail | 


Dry Goods Association. 


44 Cities Started 


The national essay contest com- | 


mittee is headed by Paul C. Smith, 
Peoria, Ill., chairman, 


Mrs. Bj Kidd, Philadelphia; Forbes 
McKay, 
Paul Swaffield, Boston. 

Cities in which the local contests 
had started by Jan. 15 were 
Akron, Albany, Baltimore, Baton 
Rouge, Birmingham, Boston, Buf- 
falo, Chicago, Cincinnati, Cleve- 
land, Columbus, Dallas, Dayton, 
Denver, Fort Worth, Grand Rapids, 
Houston, Jacksonville, Johnstown, 
Louisville, Lynchburg, Miami, Mil- 
waukee, Minneapolis, New Haven, 
New Orleans, New York, Okla- 
homa City, Omaha, Peoria, Phila- 
delphia, Providence, Raleigh, Ra- 
cine, St. Louis, San Antonio, Syra- 
cuse, Tampa, Toledo, Tulsa, Wash- 
ington, Wichita, Wichita Falls and 
Worcester. 

In some cities the men’s and 
women’s clubs are conducting the 
contest together. In Baltimore 


and com-_| 
posed of G. D. Crain Jr., Chicago; | 


Birmingham, Ala., and | 


re 


and Cleveland they are working 
separately. The 20 clubs of the 
Advertising Association of the 
West, which is not affiliated with 
the AFA, may adopt the contest 
in their areas. 


Promotion Material Available 


Estimates as to total number of 


|student entries range upward from 


25,000. The AFA has prepared 
suggested 35-word, three-minute 
and 15-minute announcements and 
talks for local radio stations and 


4. 0 Grae a a Se an 


sample talks before high school 
student groups at assembly periods 
and Parent-Teacher associations. 
Although newspaper releases are 
available, 
write their 
velop as much 
color as possible. 

In many cities prominent judges 
are a news factor. Lowell Thomas, 
for example, heads the New York 
City judges. Boston judges are 
Francis W. Hatch, vice- -president | 
of Batten, Barton, Durstine & Os- 


own stories, to de- 
local news and 


many clubs prefer to. 


born; Mrs. Margaret Kedian, New 
England Confectionery Company, 
and Alexander Brin, Jewish Ad- 
vocate Publishing Corporation. 
The AFA offers participating 
clubs a bibliography of pamphlets, 
articles and books on the economic 
and social importance of advertis- 
ing. The student participants, 
however, are urged to do their 
own independent thinking. Evi- 
\dence of research and clarity of 
expression also will be factors. 
Local prizes vary usually with 
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the size of the communities. T)« . 
and Selli: : 


Peoria Advertising - 
Club is offering a year’s schola - Be 
ship at Bradley University, Peor: ,, a 4 


as first prize, and others of $ 5 
and $50. Editors of school pape s 
in the four high schools there a e 
serving as chairmen for ther ‘a 
schools. The editor whose schc |] 
produces in proportion to its e - 
rollment the greatest number >of 
entries will receive a $25 pri 
Advertisements on the contest < 
being run in school papers a 
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Sellir = , a - we 5 . . | expenses to the Bos- | Bart Names Getschal The passenger line is operated 
iain. he Denver chub has developed ton convention! Budd Getsc 7 Humorous Copy by the Cincinnati, Newport & 
~ 4, sercening plan for the several shape ta u Getschal has resigned as ° . . * Covington Railway Company and 

pls h ndred entries it expects to re- copy chief and member of the Aids Cincinnati ixi ion ny. 
of $°5 e. “Screening judges” will Names Thornton, Cox plans board of the Blaine-Thomp- Tee oe ee ee 
| pape s eee : Se ie . son Company to become vice- = maintain riders’ good will in face 
vere ave re 7 and kap4 the ae sub- Robert Thornton, art director president in charge of creative de- Transport Line of equipment shortages, ads ex- 
. ae n uing only e surviving 10 to of Ad-ver-tis-er, Inc., Fort Wayne, | partments with Stuart Bart Ad- ies plaining difficulties in getting new 
Salle the formal board of judges. Gov. Ind., national outdoor advertising vertising, New York. CincinnatTi—Advertising by the pices and parts have appeared in 
> sche »] i.e Knous of Colorado is chair- poster company, has been ap- entertains Green Line System serving Cin-| 4p. pate Sel 
its e- f the D nities pointed sales promotion director : : 7 ° northern Kentucky editions of the 
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— drive began. 

Copy has been kept informal 
and humorous. Cartoon illustra- 
tions have been used. All ads 
have the same format and are 
three columns by seven inches in. 
size. Radio and outdoor may also 


Ey be used this winter. 
Dinerman & Co. here is the 
agency. 


Plans 76th Convention 


The Alabama Press Association 
s will hold its 76th annual conven- 


Zi (: S * a g a e 999 _tion in Montgomery, Feb. 14-15. 


nn 
Tue valuation of circulation by mere numbers can be misleading and expensive. The 


\ 
important question for the media man to consider is—how many minds are going to grasp | [ 0p q ( r [ ¢\ \ { { Hl p 


BUYING PACE &% 
RESTAURANTS... 


‘ ae > ro Ae EVERY community there are 
this factor of mental receptivity and responsiveness to advertising.”’ outstanding thought leaders in 
the restaurant business. These 

progressive men and women set 


: E. A. W. SCHULENBURG the buying pace for the entire 
GARDNER ADVERTISING COMPANY field. 


Restaurant operators are greet \ 
for “‘talking it over'’ with the \ 


the message presented by the advertiser? Certainly this must largely depend upon the 
mental attitude of the reader at the time of presentation. The most attractive art and 


copy won’t sway a blasé audience. Some circulations rate much higher than others in 


operators who are known to 
be successful. Foods, beverages, 
kitchen equipment, remodeling \ 


That's our point exactly, Mr. Schulenburg. There are no idle browsers 
and new construction plans, are 


. no blasé page-flippers . . . in the Popular Mechanics audience. freely discussed and restaurant \ 
as sb % Pie - : leaders are always willing to 
The “P.M. Mind” is always on a mission—always pressing its search help those with less experience. ) 
for useful new facts and ideas. It reads ads deliberately—for the That is why so many food, bev- 
erage, equipment, and building / 


information they contain. Readership studies show more than 3'%2 


“Sell AMERICAN RESTAURANT 
MAGAZINE readers and you've 

sold the restaurant field."’ / 
They know that the leading 
publication naturally attracts / 
leading restaurant operators as 
readers, and they know that / 
advertising in AMERICAN 
RESTAURANT MAGAZINE is the / 
quick, economical route to ac- 


material manufacturers say, 
MILLUON of these keenly curious, extra-receptive “P.M. MINDS" —a big / 


and lively market for any product bought by men. 


ceptance by leaders. 

Ask for complete details about 
AMERICAN RESTAURANT MAG 
AZINE. We can help you put 
your products over with restau- 


rants, too! 


AMERICAN RESTAURANT 


MAGAZINE 
5 SO. WABASH AVENUE, CHICAGO 3, ILL. 
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that Field & Stream has outpulled all 
other magazines by as much as 3 to 1*...” 


ist’’ on their outdoor lists will tell you: It's 
re important to reach the key sportsmen 
reach the most people! 


: of results from the advertiser 


at the Point-of-Sale 


A recent survey among sports 
dealers asked, “Which outdoor 
magazines do sports dealers turn 
to for suggestions regarding . . . 
goods to stock...""** The dealers’ 
first choice by a wide margin 
was Field & Stream. This is 
proof of Field & Stream’s influence 
at the point-of-sale—and proof of 
the fact that dealers are interested 
in selling products advertised in 
this magazine. 


Proof of dealer influence 
**From Richard Manville dealer 
survey. 


AMERICA’S NUMBER ONE SPORTSMAN’S MAGAZINE 
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PRODUCES SALES 


Sales-producing “double exposure”’ is provided 
by Field & Stream. First, advertising in this 
magazine is exposed to key sportsmen—who 
have the money and the desire to buy. Second, 
sporting goods dealers know from experience 
the sales value of ‘‘advertised in Field & Stream,”’ 
and give such advertised products prominent 
point-of-sale display. : 


For sales results, it’s “double exposure.’ 
Field & Stream provides “double exposure.” 
That’s why— 


MORE ADVERTISERS USED MORE SPACE IN 1946 
IN FIELD & STREAM THAN IN ANY OTHER OUT- 
DOOR MAGAZINE! 


| THE LEADER—More 


“ boating equipment 
manufacturers used more 


space in 1946 in Field & Stream 
, than in any other outdoor 
publication. These 
advertisers appreciate 
F the double value that 


“double exposure” 
‘ provides. 
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Exports Should 
Hit $14 Billion, 
Gifford Declares 


| Washington,” 


Cuicaco—America’s annual ex- 
port volume should ultimately ex- 
ceed the $14 billion mark, with 
the market possibilities far in ex- 
cess of prewar levels “if we or- 
ganize properly,’ R. W. Gifford, 
chairman of the board, Borg- 
Warner International Corporation, 
told the Chicago Federated Ad- 
vertising Club Jan. 23. 

In May, 1945, the Borg-Warner | 
export chief recalled, he forecast | 
a $14 billion export volume while | 
others weie using figures between 
$7 and $8 billion. ‘Our latest fig- 
ures show that we are now run- 
ning at about $10 billion, and this 
with limited production and short- | 
ages in many lines,” he said in 
predicting that the annual figure 
eventually will exceed $14 billion. 

Advertising which has _ stimu- 
lated mass consumption of Ameri- 
can products at home can do the. 
same successful job abroad, Mr. 
Gifford declared, if advertising 
people will do the following: | 

“1. Make careful analyses of | 
the markets for their products. | 

“2. Study the psychology of | 
the people to whom they are try- | 
ing to sell. 

“3. Run copy tests to deter- 
mine the effectiveness of various 
approaches. 

“4. Set up and continue cam- 
paigns to hold existing customers 
and develop new ones.” 


| 
| 


Scientific Job Needed 


The job must be done scientifi- 
cally, he warned, “and American 
advertising people, it seems to me, 
are the ones who can do this 
best.” 

The distributor abroad must be 
given more attention, he said, be- 
cause he faces the same competi- 
tion or even more than the U. S. 
distributor; “he has never had his 
market built up for him by mil- 
lions of dollars of national adver- 
tising”’; he cannot use most of 
the sales promotion helps because 
of language differences; and he 
cannot call the home office and ask 
it to help solve his own service 
difficulties. 

“Many American companies 


have never sent a_ serviceman 
abroad,” Mr. Gifford said. “We 
say advertising men, sales man- 


agers, fieldmen and national serv- 
icemen are a part of sales. I 
agree that they are. Then, why 
not apply the same_ reasoning 
abroad?” 

While some government execu- 
tives have talked about the need 
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for foreign trade with “great 
fluency,” said Mr. Gifford, at the 
same time other departments 
“seem determined to put every 
possible obstacle in the way of 
those who wish to do _ business 
abroad.” It is vital for exporters 


to be organized to speak for this 


trade and “carry some weight in 
he observed. While 
4 single organization probably is 
not possible, “we can at least 
ave cooperation and a unity of 
purpose,” he added. 

The National Foreign Trade 
Council more nearly approaches 
this assignment than any other 
group, he said, although consider- 
able work is being done by for- 


eign trade committees of both the 


| 


National Association of Manufac-| 


turers and the U. S. Chamber of 
Commerce. 

Although there is still a huge 
unfilled demand for goods at home, 
he said, we must be willing to 
allocate part of our production to 
the foreign market “if we are to 
make a definite place for our- 
selves abroad.” 


Same Principles Apply 


American methods cannot be 
used exactly as they are employed 
in this country to build foreign 


basic principles are the same. He 
offered these suggestions: 
“1. Select’ your distributor or 


sales engineers who 


ee 


greatest of care. It’s far more 
important than it is in this coun- 
try. 

“2. Periodical persorfal con- 
tacts from your own company are 
of next importance. This includes 
top export sales representatives, 
know what 
products satisfy the market and 
made the product operate... 

“3. Advertising properly is of 
great significance, and will help 
you get established. However, it 
is my belief that many serious 


mistakes can be made in planning 
trade, Mr. Gifford said, but the 


an advertising campaign. In this 
country you can show reader 
coverage of the various types of 
dealer or consumer 


your own branch staff with the easily relate the per cent of ad- 


readers and | 
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vertising to sales. Abroad, it 
a different problem. The potent 
market may be so small in dol 
volume in even a large coun’ 
that the usual percentage wo! 
get you nowhere if spent as 
would spend it here. Then, aga 
there are generally no nationa 
read magazines or papers cover 
the entire market. Furtherm 
the manufacturer’s margin is re 
tively small whereas the local d 
tributor sometimes takes 
landed cost and ups his price 
maybe three times that figure. 
‘such cases, the advertising bi 
‘den should be passed on to 

| distributor. 

“He is generally willing to spe: 
‘money if he can see a fair 
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1. but to get this, he needs 


fF nhc p from you as to how to de- 


ve op a market. You may not be 
» to write the exact copy that 
he will use, but you can certainly 
1 lot of guiding and this guid- 
qt e should be along with the 
acd ice of sales people who are 
ha dling the territory and know 
wl) at it is all about. What we and 
the local foreign distributor need 
is adequate coverage in the way 
of jealers, and service where re- 
qu ved, plus all the help obtain- 


abic from various forms of adver- KATL Plans New Quarters Atlanta Manufacturers and Dis- 
9 | tr 


o 
t1Si15- 


Asks $25,000 Wool Fund 


At a recent conference of rep- 
resentatives of all sections of Wy- 


oming’s agricultural, financial and 
commercial interests called by 
Gov. Lester C. Hunt, Gov. Hunt 
announced he will urge the state 
legislature for an initial fund of 
$25,000 for research in methods of 
|improving production and distri- 
bution of wool. Other wool grow- 
ing states will be asked to make 
similiar appropriations. The group 
discussed a permanent plan to halt 
the continuing national decline in 


| wool production, which is the 
|second largest industry in Wyo- 
| ming. 


| KATL, Houston’s new radio sta- 
| tion, will establish modern studio 
| facilities on the mezzanine floor of 
| the State National building. The 
new studios will allow for FM 


operation, in addition to regular 
broadcasting service. The station 
is owned and operated by the 
Texas Broadcasters. 


Joins Texas Dailies 


Richard L. Dailey, formerly on 
the sales staff of the Alvin H. 
Livingston & Co., Chicago food 
broker, has joined the national 
advertising department of the San 
Antonio Express and News. 


| Atlantans Name Agency 


ibutors Association has ap- 


‘pointed Eastburn & Siegel, Atlanta, | 


ito handle advertising and pub- 
‘licity for the association, com- 
| posed of millinery and ready-to- 
wear companies. 


Fairs Need More 
Advertising, Say 
Californians 


SACRAMENTO, CAL.—While about 
88% of California newspaper pub- 
lishers believe that state, district 
and county non-profit fairs should 
use more advertising, 40% were 
incorrect in their understanding of 
the source of support for Cali- 
fornia fairs. 

Such were the findings of West- 
ern Fairs Association, Inc., de- 
termined in a recent survey an- 


swered by 68 California newspa- | 


per publishers. Almost all of the 


thal make Magazine Great! 


L you advertise or buy space, your most important 
question is—who reads the book? 


The mere fact that you personally enjoy the editorial 
content and admire the way it’s written is not enough. 
You have to be assured that this content delivers as 
readers the people you want to sell! 


So, it’s important to you that Newsweek’s outstand- 
ing news treatment week after week selects America’s 
“top 700,000” families. 


Here’s what this means to you as an advertiser: 
Newsweek delivers a greater concentration of leaders 


in business, industry, and government per advertising 
dollar invested—than any other magazine. 


So if you want to reach the people who have more 
money to buy — the people others follow —advertise in 
Newsweek and sell “the top 700,000” first. 


Cuherever pegple of means 
and wfluence cougreqaré, 
Newsweek is inthe Pct 
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publishers who answered the 
questionnaire believe that fair 
funds are well spent, and more 
than 95% believe that a fair helps 
the community. 

Fair advertising should contain 
more illustration, 86% said. Half 
the publishers said they didn’t 
think that fairs are well publi- 
cized, and only 41% think they 
are well publicized. While 95% 
are in favor of fairs, only 69% are 
in favor of horse racing and bet- 
ting although California fairs are 
supported chiefly through a 4% 
levy on pari-mutuel wagering. 


Taylor Castell Moves 


Taylor S. Castell has resigned as 
vice-president of Kenyon Research 
Corporation, a subsidiary of Ken- 
yon & Eckhardt, New York, to be- 


,come president of Retailers’ Ad- 


| 


| 


retail sales* . 


vertising Service, Inc., a new com- 
pany formed to provide advertis- 
ing programs for independent 
stores and to function as a link 
between manufacturers and retail- 
ers in local promotions. Mr. Cas- 
tell has been with the agency and 
its research affiliate for 14 years. 


**BETTER 
THAN 
AVERAGE”’ 


A Prosperous Market 


McLean County, center of Panta- 
graph Land . . . $43,586,000 in 
. . $670 per capita 
(U.S. average is only $579*) ... 


net effective per family buying 


power $3,887* ($274 higher than 
the U.S. average) . . . greatest 
farm wealth in Illinois, $40,793,- 
000 gross . . . a much better-than- 
average market that is included 
in the select 620 counties in the 
United States which contain 80% 
of your sales potential. 

The Daily Pantagraph . . . read 
by 93% in affluent Bloomington 
. . . 86% in rich McLean County 
... 73% in the trading zone that 
includes portions of eight adja- 
cent, equally well-to-do counties 

the first —in fact, only 

way to reach this exceptional 
market. 

*¢ pr. 1946, Sales Manageme 


Buying Power; further reproduction not | 
censed, 


FOR 100 YEARS 


MOOMINGTON, ILLINOIS 
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Necessity?” 

A six-page insert, termed 
“exciting adventure in _ intern :- 
tional good will,” suggests, w ih 


‘Reader's Digest,’ 
25 Years Old, Has 


qaore DAIRY 


rd 


than all these 
7 ombined 


, 
iy 


‘s ath 
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MORE DAIRY BUSINESS—LOOK TO 
AMERICA’S GREATEST DAIRY STATE 


Hard to believe—but true! Wisconsin has a greater dairy cow 
population than 35 other states combined*! One-half of the cheese 
produced in the United States comes from Wisconsin—one can of 
every three of the nation’s condensed and evaporated milk—one 
pound in every three of the country’s powdered milk. Get the 
inside track on the sales that can be made in Wisconsin by using 
the paper that has an inside track in reaching the market you 
want to sell! Because it understands the dairy farmer’s problems 
and talks his language— Wisconsin Agriculturist goes to 9 out of 
10 dairy farmers throughout the state. It’s his source of the latest 
in dairy information—the latest in buying facts. Cut yourself in 
on Wisconsin’s billions of dollars in cream checks. Write for 
marketing information now. 


“Identification of individual states on request. 


WISCONSIN AGRICULTURIST 


AND FARMER 


WISCONSIN 


RACINE 
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10,000,000 Sales 


PLEASANTVILLE, N. Y.—The 
|Reader’s Digest, 25 years old with 
the February issue, has moved its 
| headquarters in the interim about 
(35 miles from Greenwich Village, 


New York City, to this Westches- | 


‘ter County village, but in the 
| process has expanded its circula- 
| tion from 5,000 charter subscribers 
|to about 10,250,000, in American 


‘and eight other editions around | 


ithe world. 

Sales of the American edition, 
AA was told, are now more than 
/8,000,000, or somewhat less than 
lrecent estimates. The apparent 
end of expansion here, however, 
-has been met in the past six years 
with the launching of the foreign 
‘editions. 

The Spanish language edition 
‘now has about 1,000,000 circula- 
‘tion; the Portugese, 350,000; Aus- 
tralian, 100,000; Finnish, 115,000; 
‘Danish, 200,000; Arabic, 70,000; 
Swedish, 235,000, and Japanese, 
150,000. French and Norwegian 
editions are now being launched 
and the magazine will appear soon 
in German, Italian, and Dutch. 

The Australian, Danish and Jap- 
anese editions were launched in 
1946. All the foreign editions 
carry advertising. 

Still owned outright by De Witt 
Wallace and his wife, Lila Acheson 
Wallace, but published by the 
Reader’s Digest Association, Inc., 
the publication carries reprinting 
one step farther in its 196-page 
February issue by using 10 articles 
from its February, 1922, issue. 
These have to do, among others, 
with keeping young mentally, 
learning from your dog, how to 
have a beautiful race, the progress 
of women, and “Love—Luxury or 


coupons, that Americans give s\ )- 
scriptions of the international e. j- 
tions to their friends around ‘\¢ 
world. 


‘Ruppert Launches Record 
_All-Media Campaign 

Jacob Ruppert Brewer, Now 
York, through Lennen & Mitchell, 
/has launched a record advertis ng 
‘campaign (both dollar and med a- 
wise) with 1,000-line advertise- 
ments in metropolitan New York 
newspapers, to be followed by in- 
sertions in major papers along the 
Atlantic coast from Maine to Flor- 
ida, primary sales territory of 
Ruppert beer and ale. Captioned 
“Some Things Can’t Be Hurried,” 
the campaign will emphasize beer 
that is “slow aged until it is full 
aged.” 

Magazines, radio, outdoor bul- 
|letins, 24-sheet posters, trade pub- 
lications, foreign language news- 
papers, Sunday color magazines, 
dioramas and spectaculars will be 
used. Radio plans call for ex- 
tensive spots in principal regional 
outlets, in addition to the Stan 
Lomax Sports Round-Up and the 
New York Ranger hockey broad- 
casts over station WHN, New York. 


Offers Trademark Book 


W. H. Anderson Company, Cin- 
‘innati law book publisher, has 
jublished a book on the new 
, rademark act, “Trade-Mark Act 
of 1946,” by H. A. Toulmin Jr., 
1 member of the law firm of Toul- 
nin & Toulmin, Dayton and Wash- 
ington. Single copies sell for $5, 
and 10 or more copies for $4 each. 


Frank Stevens Promoted 


Frank S. Stevens, circulation 
manager of the News-Times, Dan- 
bury, Conn., has been appointed 
‘assistant general manager of the 
newspaper and assistant treasurer 
of the News-Times Publishing 
Company. 


we o' | . o 


... but here’s a way to ‘‘round up”’ 


sales in Northern India! 


The sales are there, provided your advertising 
covers the people who buy—the people who read 
The Hindustan Times (in English) and 7h 


Hindustan (in 


Hindi). 


Both these dailies are published at New Delhi 


India’s Capital 
ership in the 


City—both have a widespread read 
Delhi Province, the Punjab, N.W 


Frontier Province, The United Provinces, Rajpu- 
tana, Central India and the Central Provinces. 


Not only because of the coverage offered by the 
Hindustan Times and the Hindustan, but by virtue 
of their high quality readership, too, they should b 


first on 


THE HINDUSTAN TIMES LTD., 2 
( 


Fleet Street, JA 


your campaign to cover Northern India 


Rates, specimens, 


full particulars from 


} Salisbury Court 
INDON, FE . 4. Cables: HINTIMES 
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0 ‘Philip Morris Ups Jones 


, ‘ 
» st careless driving claim 550 lives next wee Names Lindeke Agency 


|. Ray Jones, who joined Pnilip; Hammond’s Desert Treasures, 
Morris & Co., New York, in 1927| date and grapefruit marketer of 

|/and rose to a vice-presidency on/|Palm Springs, Cal., has appointed 
the executive staff in 1945, has|Lindeke Advertising Agency, Los 

been appointed vice-president in| Angeles, as its agency. Magazines 

| charge of sales. land direct mail will be used. 

| en 


Appoints Hurst ‘Two Join Dell 


; | Peter Hurst, formerly with Howard Schultz, formerly with 
|Fielder, Sorenson & Davis, San!Deb, and Louis Bleser, formerly 
| Francisco, has been appointed|with Hillman Periodicals, have 
vice-president and director of Har-| joined the sales staff of Dell Pub- 
rington & Buckley, San Francisco. lishing Company, New York. Mr. 


Driving Caution 


my {UBRI-CAUTign 


45 


Schultz will handle all fashion ac- Promotes Kaufman 
counts on Modern Screen, and Mr. : 
Sam Kaufman, director of ad- 


Bleser will cover the New Eng- a . 

land territory for the Modern| Vertising, has been appointed man- 

Cvena ; ager of the Minneapolis office of 
a ‘Bozell & Jacobs, effective Feb. 1, 

eae ——,- Tom Hastings, who has 

Bishop Forms PR Firm __“*s!8ned. 

| Jim Bishop, previously public ‘ 

relations director of Hixson-| Appoints Evans Agency 

O’Donnell Advertising, Los An- Evans Associates Company, Chi- 

geles and New York, has formed | cago, has been appointed to handle 

his own public relations organiza-|the advertising of Templeton- 


| tion, Biship & Associates, at 552|Kennelly Company, Cicero, IIL. 


S. Figueroa St., Los Angeles. |manufacturer of Simplex jacks. 


FOR HIGHWAY SAFETY—Driving cau- 
tion and “Lubri-caution" for the car | 
are combined in a new series of Sat- | 
urday Evening Post page ads launched | 
by the Alemite division, Stewart-Warner 
Corp. MacFarland, Aveyard & Co., 
Chicago, is the agency. 


Safe Driving Gets 
Boost by Alemite 
. a a . 

in ‘Post’ Series 

Cuicaco—The Alemite division 
of Stewart-Warner Corporation 
links safe driving with its own 
“Lubri- caution” for cars in a 
series of full-color page adver- 
tisements launched last week in 
The Saturday Evening Post. 

Typical headlines in the Post 
series include “A _ train can’t 
lodge,’ “Must careless driving 
claim 550 lives next week?” and 
‘You can’t stretch a highway.” All 
advertisements dramatize accident 
figures supplied by the National | 
Safety Council. 

Frank A. Hiter, senior vice- 
president of the Alemite division, 
said the nation’s needless toll of | 
accidents caused by “driver fail- 
ure,” not mechanical faults, | 
“makes safety a topical theme 
with which all the elements of the | 
automotive industry are deeply | 
concerned. Only through constant 
reiteration, and the pointing out 
of the causes of accidents, can | 
public indifference or unconcern 
be jarred into awareness and/\ 
caution.” | 

Product copy in the ads, which | 
are to appear monthly, stresses the | 
three points of ‘“Lubri-caution,” 
which the Alemite division intro- | 
duced to consumers two years ago. 
They include Alemite power 
equipment for lubricating the car; 
Alemite lubricants; and, as the 
“third priceless ingredient,’ the 
service dealer who displays the . eee 
Alemite sign and offers trained | ~*~ . ——_— 
lubrication personnel. The author- | ——" 
ized Alemite dealer sign is shown 
at the bottom of each ad. 

Alemite, which has been a na- | 
tonal advertiser for a quarter of 
i century, has boosted its °47) 
Sudget appreciably over last year. 
* ‘eneral automotive lubrication 
‘dvertising is scheduled to appear | , i i 
Col ead timate Gentle- | ASED on manufacturers’ excise tax payments in 

av, while industrial and farm | 

ibrication copy will run in Time | 
ind a list of business papers, ac- 
orcing to Fred Cross, Stewart- | 
ier advertising manager. | 

MaeFarland, Aveyard & Co. is 
ihe agency. 


’46, retail sales of parts and installation labor 
will hit $5,300,000,000 in ’47, 345 times “normal” 
1940. Yet, this is just the “beginning.” 

Dealers and independent shops need equipment 
aipenindial and tools ... millions of dollars worth! They need 
Stops House Organ 


_ ffman Radio Corporation, Los 
‘Neocles set maker, has discon- 
1 its monthly “Hoffman 
mitter,” published for em- 
s, dealers and distributors. 
i L. Power, editor of the pub- 
on, will continue with the 
iny as head of trade pub- 


office, stockroom and shop supplies . . . millions 


more! Then there’s gas, oil, grease, tires, etc. ’47 is 
truly a bonanza year for aggressive merchandisers! 

Over 31,000,000 motor vehicles are in use today. 
Of these, 19% are 13 to 20 years old, 32% are 10 to 
12 years old, and 45% are 6 to 9 years old. Naturally, 


aC dner Promotes Stoodt 


ert N. Stoodt, assistant ad- 
ing manager, has been named 
tising manager of Gardner 
iys, Pittsburgh, succeeding 
t E. Quaid, who was recently 
ited director of sales in the 
Zo office. 


more and more repairs are going to be needed on 
these aging cars and trucks this year. 


If you are selling to dealers and independent shops 


BUT MoToR’s ’47 MARKET 
e a 
ust be INS THERE! 


—advertise in MoToR. Consistently the number one 
“buy” for 43 years, MoToR renders an unequaled 
service to its readers. Its editors are established 
authorities in their field and they enjoy the confidence 
of the industry .. . particularly the larger, progressive 
dealers and shops . . . who do the volume business. 
Sell the leaders ... thru MoToR.. 
sell all! 


. and you will 


THE AUTOMOTIVE BUSINESS MAGAZINE 


572 MADISON AVE., NEW YORK 22 « FOUNDED IN 1903 
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Bauer & Black 
Plans Ad Peak 
in ‘47 Campaign 


CuHIcaco—With copy in about 40 
national consumer magazines, in- 
cluding Collier’s, Life and The 
Saturday Evening Post, Bauer & 
Black division of the Kendall 
Company is planning for 1947 the 
biggest promotional campaign in 
the company’s history. 

In newspapers from coast to 
coast, the company will also make 
extensive use of rotogravure copy 
as well as oiher supplements. In 
addition, Bauer & Black will use 
about 20 business publications. 

The Blue-Jay foot product line 
will during 1947 be allocated more 


color copy than during 1946, and 
will use a more intensive news- 
paper campaign as well. More 
comprehensive merchandising and 
dealer helps will be available, ac- 
cording to G. A. Percy, advertis- 
ing manager. Much of this will 
be educational material for dealers 
and their staffs. 

Henri, Hurst & McDonald is the 
agency. 


Advertising Linage Up 
in Canadian Dailies 


Advertising linage carried by 
Canadian daily newspapers in- 
creased 24.5% in November, 1946, 
as compared with November, 1945, 
a survey by the Canadian Daily 
Newspapers Association reports. 
National advertising linage in- 
creased 15.6%, classified 49.8% and 


local advertising 22.4% in the 
month over the previous year. 
Advertising linage during the 


first 11 months of 1946 was up 


14.3% over the same period of 
1945 in Canadian daily news- 
papers. 


Lelong Buys Building 

Lucien Lelong, Inc., has pur- 
chased for $2,300,000 the 25 story 
Tower building, 6 N. Michigan 
Ave., Chicago. Part of the build- 
ing will be used as executive of- 
fices and display rooms. 


To Michel-Cather 


Edward Ermold Company, man- 
ufacturer of bottle labeling equip- 
ment, has placed its advertising 
with Michel-Cather, New York, 
effective Feb. 1. Business papers 


and direct mail will be used. 
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NEW YORK SUBWAYS Advertising Company, Inc. 


Car Cards - 


Member of NATA 


Station Posters 


630 Fifth Ave., New York 20, N. Y. - 410 N. Michigan Ave., Chicago 11, Ill. 


‘46 Retail Sales 
Hit $96 Billion, 
C. of C. Reports 


WASHINGTON—U. S. retail stores’ 
‘sales in 1946 totaled $96 billion, 
25% more than the 1945 retail 
volume, according to a report of 
ithe domestic distribution depart- 
ment of the U. S. Chamber of 
Commerce. 

Wholesalers’ dollar volume last 
year was estimated at $132 bil- 
lion, also representing a 25% gain. 
Department store sales, the report 
|indicates, totaled $8 billion, 28% 
| more than in ’45. 


The estimates, compiled by 


Philip W. Clark, marketing re- | 


search specialist with the bureau, 
|inelude the following figures on 
retail stores’ volume (in billions) 
and gain over ’45: 

Food stores, $24, up 20%; gen- 
eral merchandise, $14.7, up 27%; 
eating and drinking, $12, up 11%; 
apparel, $9, up 17%; filling sta- 
tion, $3.7, up 23%; drug, $3.6, up 
20%, and miscellaneous retailers, 
$10, up 15%—for a total non-dur- 
able goods sale of $77 billion and 
gain of 19%. 


Auto Group Gains Most 


Retail sales of durable goods | 


jumped 58% to $19 billion. Auto- 
motive dealers had a 97% gain 
with a $6.7 billion total. Home 
furnishing retailers were up 65% 
to $4.8 billion, building and hard- 
ware dealers up 48% to $6.2 bil- 
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lion and jewelers up 18% to -|3 
billion. 

Wholesalers are estimated ip 
have sold an even $100 billio: of 
non-durable goods, 19% more : jan 
in °45, and durable goods sg les 
totaled $32 billion, up 48%. 

Of all wholesalers, only t ose 

ealing in coal and coke sho veg 
a loss, dropping 4% from 194) to 
$2.3 in °46. The automotive g) oup 
outdistanced the others in er. 
centage gain, its total of $5.9 bij- 
‘lion being 110% over the prev ous 
sales figure. Food wholesalers had 
the greatest sale—$30.5 billion, oy 
| 22% over ’45. 


Guzman Names Aviotti; 
Appointed by 83 Stations 


John Charles Aviotti has joined 
the radio department of Melchor 
Guzman Company, New York, as 
|time salesman. The company has 
been appointed exclusive repre- 
|sentative in the U. S. and Canada 
iof the following radio stations 
|CB68, Radio Metro, Vina del Mar, 
Chile; YV3RN-YV3RE, Radio Bar- 
|quisimeto, Barquisimeto, Vene- 
|zuela; YV3RS-YV3RD, Radiodi- 


|fusora Occidental, Barquisimeto, 
|Venezuela; and 80 stations in 
Brazil. 


| Starts New Sales Firm 


W. Miller Cook, formerly vice- 
president in charge of general 
sales of the Ohio Rubber Com- 
|pany, has formed W. Miter Cook 
Associates, sales organization, 1962 
Union Commerce building, Cleve- 
land 14. Products made by vari- 
ous rubber manufacturers will be 
;sold on a nationwide basis. 


| 


THE TIDE 1S 
SHORE TO WDAY! 


No use trying to go agains! 
the current of station 
preferences, here in the 
rich Red River Valley. 
Listeners prefer WDAY 
more than 6 to 1 over 
“Station B”! Here are the 
figures, from the latest 
Conlan Survey: 


WDAY GETS 61.4% 
OF THE AUDIENCE 
IN ITS COVERAGE 
AREA 


STATION B GETS 
9.5% OF THE 
AUDIENCE 


( } STATION ¢ 
+} GETS 7. % 
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REMINDER—A reproduction of the 
package in green, white and black 
makes this new grocery store floor dis- 


play for Perfex Super cleaner, made by | 


Perfex Co., Omaha. The top of the 

unit holds three to five cases of the 

product. Buchanan-Thomas Advertising 
Co., Omaha, is the agency. 


Prices Boosted 
by Pennsylvania 
Liquor Monopoly 


HARRISBURG, Pa.—Liquor prices 
in Pennsylvania jumped 60 cents 
to $1 a bottle recently after the 
State Liquor Control Board added 
the two most recent federal excise 
taxes—totaling $5 a proof gallon— 
to its ‘base price” on which mark- 
up is computed. 

When the _ additional federal 
taxes were levied during the war 


the 574-store monopoly system by- | 


passed the tax figures in comput- 
ing retail prices, adding only the 


existing $4-per-gallon federal tax | 


before figuring its 43% mark-up 
on wine, and 48% mark-up on all 
other products. After 
ups were figured under the old 
system, the $5 federal tax would 
then be added. 


The new _ pricing procedure 
throws the total $9 in federal 
taxes into “base prices” and a 


profit is taken on the total. The 
change will bring the state liquor 
monopoly an additional $35,000,000 
per year in revenue, it 
mated. 

The state board also announced 
that liquor rationing, in effect since 
Nov. 15, 
after Jan. 25. Only sales restric- 
tions thereafter will be on Scotch, 
Canadian, Irish and_ bottled-in- 
bond whiskies, with these products 
being distributed on a one-bottle- 
per-customer basis on predesig- 
nated days. 


College Inn to Spend 
$500,000 During 1947 


In national magazines, news- 
papers and radio, College Inn Food 
Products Company, Chicago, will 
Spend about $500,000 during 1947, 
representing a 50% increase over 
the previous year’s budget. 

[wo agencies will handle the 
company’s advertising. Weiss & 
Geller, Chicago, will handle 
chicken products promotion while 
Shaw - LeVally, Chicago, will 
Nendle copy for chili and chili 


Products, as well as copy for Col- | 


‘ee Inn Tomato Juice Cocktail. 


Cets Liquor Account 


‘amsey Liquor Company has 
‘| pointed Midland Advertising 
\-ency, Chicago, to handle adver- 
4. ing of Old Ramshead, a straight 
K ntucky bonded whisky. Copy 

trade publications and newspa- 
bi rs will use the slogan, “On the 
\ irket Over 50 Years.” 


~ 


\den’s Appoints Enger 

shirley Enger has been named 
istant to the public relations 
rdinator of Alden’s, Inc., Chi- 


Oo. 


the mark- | 


is esti- | 


1943, would be dropped | 


j|To Telecast Ball Games 


Arrangements have been made 


|with KSD TV, the St. Louis Post- 
| Dispatch television station, to tele- 
|vise some of the home games of 


the St. Louis Cardinals this year. 


The station expects to be on the) 


air with broadcasts of black-and- 
| white images byethe time the base- 
ball season starts, April 15, and 
will be the first to begin video op- 
erations in the St. Louis area. 


Excell-O Resumes 


Freydberg Bros.—Strauss, 


New 
| York, through Al Paul 


Lefton 


| Company, will resume advertising | 


|on Excell-O ribbon for gift and 
|store tyings, curtailed during the 
| war, with insertions scheduled for 
|The American Weekly, Ladies’ 
|Home Journal, Life and The Satur- 
|\day Evening Post. 


Kroloff Joins Agency 

Archie Kroloff, formerly assist- 
ant art director of Grant Advertis- 
ing, has been appointed art direc- 
tor of Frederick, Franz & Mac- 
Cowan, Chicago agency. 


| Broadcasting Company in 


| Joins Stone-O’Halloran 


Fred Alexander, 
industrial 


formerly in the 
advertising department 


of Allis-Chalmers Mfg. Company, 


Milwaukee, has joined Stone- 
O’Halloran, Milwaukee agency, as 
account executive. The agency has 
been appointed to handle the ad- 
vertising of Walkie Talkie Town, 
children’s wear, made by Brill 
Uniforms, Inc., Milwaukee. Two 
to Six and trade publications will 
be used. 


Vosse Opens Agency 


M. J. Vosse Jr., recently in the 
Navy, has opened his own adver- 


|tising and publicity offices at 432 


Goodwyn Institute building, Mem- 
phis. He formerly served with 
Memphis agencies for 13 years. 


ABC Appoints Two 

F. G. Van Etten and Robert 
Brethauer, who joined American 
1945, 
have been appointed sales coordi- 
nator and sales service manager, 
respectively, for the central divi- 
sion, in Chicago. 


Gets Coffee Account 


Wm. 
den, N. J., 
Farrell, 


S. Scull Company, 


Cam- 


has appointed Kastor, 
Chesley 
York, to handle the advertising of 
Boscul coffee, 


& Clifford, New 


effective Feb. 1. 


47 
Eversharp to McCann 


Eversharp, Inc., Chicago, has 
named McCann - Erickson, New 
York, to handle the export adver- 
tising of its fountain pens, pencils 
and injector razors and blades. 


ye 


THE BOWLER’S MAGAZINE 


Over 35,000 circulation, in- 
cluding 24,000 league and “a 


city association officials. 


The only 


magazine with 100% coverage of 
5394 certified Bowling establishments. 
Bowling market, wide open 
after four war years, produces 
$291,000,000 annualiy — three 
times as much as pro baseball. 
_ Write for our latest rate card today. 


has 


Official Publication of 
AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


SELL HER 


—with Criterion, the Consumer Medium 
of the Naborhood Shopping Centers 


YOUR BRAND 


A ae oe _ a r Biss 
JUST BEFORE SHE BUYS 


Criterion stimulates brand sales 


because it makes consumers specify products 


by brand name -— your brand. It does this 


by high-spotting your advertising before consumers at busy Naborhood Shopping Center 


corners (just before they enter the stores to buy). That is why Criterion is used continually as a sales 


clincher by big advertisers like Heinz, Ralston-Purina, Swan, Bond Bread, Wheaties, 


Armour, Wrigley, Tip-Top Bread, Borden, Corn Products, and so many others. 


ee sh 


The Consumer Medium of The Naborhood Shopping Cenlers 


At a base cost of only 
$3.60 per panel per month. 


CHICAGO ee 
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YOUNG & RUBICAM, 
ADVERTISING 


New York Chicago Detroit San Francisco Hollywood Montreal 
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COMPETITION . . . good, old-fashioned competition 


. . ls coming back soon. 


When it gets here, your sales figures will depend 
more heavily than ever on the skill and ingenuity 
with which your product is advertised. 


INC. 


Toronto Mexico City London 
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Vow Ought Kh > Kiow e e e Larry Robbins 


‘wenty-seven years ago, Larry Rob- 
bins’ parents tried to convince him that 
he should stay in college and become a 
lawyer. 

But young Robbins had other ideas. 
He wanted to sell— 
and he began his ca- 
reer right then and 
there by “selling” his 
parents on the idea. 
He has been selling 
ever since. 

Today the young 
man who left Columbia 
University back in 1920 
to take up pavement- 
pounding and doorbell- 
ringing in his native 
New York is senior 
vice-president and general sales manager 
of Eversharp, Inc.—top man in one of 
the most aggressive, most successful sales 
forces in the country. 

Even so, some of Robbins’ friends still 
tell him he should have been a lawyer— 
‘and many times during my business 
career I have thought maybe that would 
have been a better deal for me,” he says. 

One of his favorite words is “dynamic” 

and it fits him like a mantle. He has 
luxurious offices at the company’s head- 
quarters in the Empire State building, 
New York, and Field building, Chicago, 
but spends little time in either of them. 
He’s too busy “pounding pavements and 
ringing doorbells”—or touring the coun- 
try like a circuit-riding evangelist to keep 
his organization moving at top speed. 
That’s a major reason why Eversharp 
in seven action-packed years has risen 
to the top in writing instrument sales. 

Take for instance the time in 1944 
when Robbins was soaking up some 
Florida sunshine on the beach after ‘a 
‘wing around the country. A stranger, 
learning Robbins’ identity, walked up and 
asked him if it weren’t possible to have 
Eversharp make a “really expensive” 
solid gold pen and pencil set as a gift 
item. It started Robbins to thinking—and 
ruined his vacation. He hurried back to 
Chicago, called in his staff. They figured 
they could sell 10,000 such sets at $125 
retail, For once, Robbins was wrong. 
They sold 17,000 sets that first season. 
In a few months, sales jumped to 50,000, 
and the $125 item became part of the 
regular line. 

Robbins is no johnny-come-lately to 
the pen and pencil field. The first two 
years of his selling career were in the 
men’s clothing business. Then in 1922, 
he joined the New Diamond Point Pen 
Company, and in that first year he did 
a $35,000 business. He stayed with Dia- 
mond for 18 years. 

Che high point of his career came in 
1924, he says, when he sold 37 dozen 
ben-and-pencil sets to R. H. Macy & Co. 
~the first non-branded sets that store 
ever placed on sale. It took him seven 
weeks to do the job. Every Tuesday (the 
day the pen-and-pencil buyer would see 
salesmen) Robbins sweated it out in 
Macy’s stockroom. On the seventh try he 
g0' in, and the rest is history. 

‘hat was the start of the famous R. H. 
Mcecy line of pens and pencils. The ac- 
count grew annually, and for eight years 
(f.om 1932 to 1940) exceeded $100,000 
1 .ear—the largest individual sales to a 
‘tle retail account in the industry. 

1940, Robbins left Diamond. He 
ed up with Martin L. Straus II, who 
just taken over the Wahl Company 

Chicago with its 400 domestic ac- 

its, a staff of 34 salesmen, and a pencil 

‘d Eversharp. Tom Emerson, live 

Texan (now vice-president of do- 
tic sales) became the third member 
ie team. 

his trio—-President Straus, Robbins 

Emerson—launched on a_ selling, 
chandising and promotional cam- 

n which Robbins says “was then 

idged by Tom’s friends and mine, both 

nd out of the industry, as the first 
erate move of insanity ever made 


Larry Robbins 


by either of us.” First bombshell was a 
$5 fountain pen “guaranteed forever.” 
Then they mapped out an advertising 
campaign that called for expenditures 
almost equalling the total dollar volume 
of business transacted in 1939 by the 
predecessor company. 

These important details out of the way, 
the tireless trio rolled up their sleeves 
and hit the road. Block by block, city 
by city and state by state, they covered 
the country. In six months they had 
added 4,500 new dealers—and that was 
just the overture to the big show of 1941, 
when they staged a barnstorming tour 
that still is talked about in merchandis- 
ing circles. 

With their new radio show, “Take It 
Or Leave It,” they toured 58 cities in 
a slam-bang, one-year campaign with 
results that surprised even them. They 
tied in at the point of sale, both at the 
counters and in the windows, the adver- 
tising strength the company was putting 
forth. This was the start of Eversharp’s 
successful merchandising technique. The 
ingredients—a local sales promotion cam- 
paign of newspaper space, radio and 
point-of-purchase advertising, tied in 
with the national campaign, plus intensive 
personal contact work from top manage- 
ment to the people behind the counter. 

Results: At the end of 1941, sales 
totaled $4,130,391, nearly double the $2,- 
108,000 of the previous year; the dis- 
tributor list had boomed to 9,000, and 
the sales force had grown to 75. 

Smart advertising ($6,500,000 this year 
as. compared with $400,000 in 1940), a 
hard-hitting field force, and timely and 
opportunistic merchandising continued to 
click successfully year after year—net 
sales of $29,471,000, in 1945, with a more 
than $40,000,000 figure expected for the 
1946 fiscal year ending Feb. 28, 1947; 
30,000 domestic distributors, and distribu- 
tors in 58 foreign countries. 

Robbins gives a lion’s share of the 
credit to the sales organization which he 
has developed—and the same is true in 
most success stories in American busi- 
ness, he says. There are no laggards 
among the 107 salesmen in as many terri- 
tories. Even during the lush days of the 
sellers’ market, each was required to call 
on every dealer at least once each quar- 
ter, and in metropolitan centers more 
often. As a result, Robbins received no 
complaints from dealers about lack of 
calls. Quite the contrary, in fact. 

Well-paid salesmen are good thinking 
salesmen, capable of assuming responsi- 
bilities, Robbins says, and that is why he 
has adhered to the policy that Eversharp’s 
sales force “should earn more money, 
either in the aggregate or per man, against 
our total volume of business, than any 
sales organization in the country.” In the 
first 10 months of 1946, his salesmen’s 
earnings totaled $1,405,265. 

Stocky, greying Robbins has no sym- 
pathy for the die-hards and pessimists 
who moan that there are no new frontiers 
in sales. Having proved them wrong in 
1941, he and his associates did it again 
in April, 1946. They barnstormed the 
country—44 dealer-and-clerk dinners for 
the presentation of Eversharp’s CA 
sphere-point pen. It was the same 
“united front’ formula of advertising, 
promotion and merchandising that 
worked in 1941, brought up to date, and 
the records prove it was even more suc- 
cessful—approximately 70% of the total 
sales this fall were on this new pen. 

The same pattern is being applied to 
the company’s new products—Eversharp- 
Schick Injector razor and blades. Since 
taking over in March, 1946, direct ac- 
counts have been increased from 800 to 
9,000, and the goal is 25,000 by the end 
of 1947. Sales are booming and the razor 
sales staff has been almost doubled. 

Robbins and his associates will get 
more chances, too—more frontiers to 
conquer soon, as new products now be- 
ing developed in the company’s $1,000,- 


000 research laboratory reach the mar- 
ket. That probably will mean more 
barnstorming for Larry. 

As he looks back over his sales career, 
Robbins recalls two factors in his child- 
hood to which he attributes much of his 
success. As a youngster, he was con- 
stantly getting tangled up in neighbor- 
hood fights, generally against odds. He 
figures that toughened him up for the 
bigger battles ahead. Then there were 
the elocution lessons which his mother 
insisted he take, starting at the age of 
six. You see, she wanted him to be a 
lawyer. 

Then, too, he went through the more 
prosaic forms of schooling including De- 


Witt Clinton high school in New York 
and Peekskill Military Academy. Here he 
showed no tendencies as a budding Eisen- 
hower, but managed to make his way as 
an “average student.” He did, however, 
get into considerable football and basket- 
ball. Although he has to wink at doctors’ 
orders to do it, he still plays tennis on 
occasion. 

But most of his time is spent en route 
to or from Eversharp’s 107 territories 
which he covers with the zeal of a cub 
reporter. Despite the elocution lessons, 
it’s fortunate for those who like to buy 
pens, pencils and other items in the 
Eversharp line, that Larry Robbins forgot 
about being a lawyer. 
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USING CREDIT CERTIFICATES TO STIMULATE SALES 


One of the most 
successful sales ap- 
peals in direct mail 
selling is the use of 
“credit certificates.” 

These certificates 
have the appear- 
ance of bank checks, 
and for that rea- 
son, get preferred 
attention. 

A “credit certifi- 
cate” can be used 
where you offer a 
prospect a “special dis- 
count” or where you of- 
fer a “credit” for a pre- 
vious purchase to apply 
on a new purchase. For 
example, suppose the 
regular price of an item 
is $1.99, but to introduce 
it to new customers, you 
send a “credit certificate” 
good for 99 cents, making the introduc- 
tory price $1. Or, if a customer has ac- 
cepted a trial offer, you can give him 
credit for the trial order to apply on 
future purchases. 

To give “credit certificates” the ap- 
pearance of bank checks, use safety paper 
which any printer can supply. The cer- 
tificate should have the arrangement and 
typographical appearance of a check. You 
can add to the appearance of the cer- 
tificate by printing the amount of the 
credit in red, using a zinc made from an 
actual impression by a check protector. 

A word of warning! Always make 
reference to the fact that your certificate 
is a credit and is not negotiable. Here are 
three suggested ways to word this phrase 
—‘May be used in lieu of cash,” “To 
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apply on account for introductory offer,” 
and “Not negotiable—good only at our 
store.” 


On the back of the certificate, you can 
put your order form, so that there is a 
complete tie-up between the certificate 
and the order blank. This also saves the 
cost of another printed form, and there’s 
one less enclosure to pick up when as- 
sembling the mailing. 

You can use the certificate for mailing 
purposes with a window envelope if the 
name and address of your prospect is 
spotted on the certificate so that it shows 
through the window. This gives your 
mailing the appearance of “money in the 
mail.’”’ And who doesn’t like to see checks 
in the mail? 
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O'Rourke Named V.P. —s Adds Export Unit | . . . Present tty dm lll 
Thomas J. O’Rourke, general| Wolcott Associates, Inc., busi- | ajor gencies i ] 000 in 1945, so that these 31 ag: n- 
sales manager of American Lubri-| ness, , ; 


personnel and sales coun- 
cants, Inc., Buffalo, has been ap- selor, St. Louis, has opened an 


‘cies showed a total increase 5; 


pointed vice-president in charge export division, with Gilberto} ‘the year of $93,000,000, or ay 
of sales. Mecoda as manager. i / n |average increase of about 14% 


(Continued from Page 1) 


eo Saemala y =a oe Agency, moving up from $8,000,- 
§ = L L T all E T = A € HI = R § (000 in 1945 to $9,500,000, was just 
aoe Magee |below the mark. 
— ‘ ee ee . : Error on Buchanan 
’ W Hl © G U ] D E ae | With billings of $14,750,000 for 
ia on ; = jall offices in 1946, and $12,000,000 
/in 1945, Buchanan & Co. should 


10,500,000 YOUNG CLUISTOMERS “have been included last year. The 


Buchanan figures which had been 


a Pig . Pm ee given AA were for the New York 
St c.f headquarters only—which rose 

. See from $9,000,000 to $12,000,000 last 
The Magazine year. The other five moved up 


into the $10,000,000-and-over class 
NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO last year for the first time. 


In addition to Seeds, Kudner | 


The business of the big agen. es 


apparently grew somewhat fa ie, 
Agency and Maxon, Inc., reported than did agency billings or 


: a- 
‘declines—about $1,000,000 each— | tional advertising as a whole. he 
for the year. Ruthrauff & Ryan, combined total for 1946 of mz :a- 


D’Arcy Advertising Company, and 
'Lennen & Mitchell had no change. 
All the other 23 expanded. 

The $764,000,000 total billings 
of the 31 in 1946 were $134,000,000 | 
or 22% larger than the $630,000,- vertising (AA, Jan. 13) and bisi- 
000 listed for 26 agencies in this ness paper advertising (Indust iq) 
bracket for 1945. Because of the| yarketing, January) gained about 
addition this year of five new | 13%, 
agencies, however, average bill-| Although the “commissions” oj 
ings of those in the $10,000,000-| the top 31 in 1946 reached the 
and-over group expanded only | record total of $115,000,000, higher 
slightly in this period, from about} costs, coupled with the ever- 
$24,200,000 to $24,800,000. widening scope and thoroughness 

The 31 agencies which billed |of agency service, the executives 


[told AA, probably did not leave 


zine and farm paper advertis ng, 
national advertising in ne vs. 
papers, national network and a. 
tional. spot radio time, natic ja] 
outdoor and transportation .4- 


PRINTING PRODUCTS CORPORATION 


Can Do Jor Them 


Equipment and Organization is unusual — Operation is Day and Night. 


Printing Counsel is given on Economical Production and Proper Quality, 
Advertising Counsel is given on Methods, Copy and Illustrations. 


|\them for profit, emergency and 
expansion, an average of more 
than 1% on their gross, or almost 
$8,000,000 on the $764,000,000 of 
business handled. 


Biggest Account Shifts 


The three largest account shifts 
of the. year were Ford dealer ad- 
_vertising from Maxon to J. Walte: 
Thompson, Andrew Jergens from 
Lennen & Mitchell to the new 
agency, Robert W. Orr & Asso- 
ciates, and Pall Mall cigaret and 
the Lucky Strike Jack Benny 
show from Ruthrauff & Ryan to 
Foote, Cone & Belding. 

The heads—usually the presi- 
dents—of the major agencies have 
been predominantly cooperative ir 
these studies. But in both years 
several agencies would not provide 
AA with specific figures. Onl) 


A large, efficient and completely three of them, however, would not 


SPECIALISTS IN THE PRINTING OF equipped printing plant. cooperate in both years. 


(The former Rogers & Hall 


i AA annually undertakes this 
study, and one of $5-10,000,00( 


CATALOGS - PUBLICATIONS (=e tet, it he bet i 


and printing requiring the same kind of equipment and organization to New Display Type 


produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 


although size of itself need not 
be the determining factor ii 
agency selection, growth deserves 


Dailies, Proceedings of Conventions, Directories, ee e oat gag for all printing orders. to be recognized. Thousands ot 
Year Books, Paper Covered Books, Larger Quantities o rculars, etc. advertisers in 1946 placed $764,- 
' ae bE Clean Linotype 000,000 of “faith” in these agen- 
HERE is a large volume of the kind of printing Printing Products Monotype and Ludlow cles. As much an omy other fec- 
Corporation is best a and organized to produce, so if in typesetting. tor, probably, they helped to move 
doubt, it is best to write or phone what is wanted and information will the nation’s merchandise. 
be promptly given. a All Standard Faces ee 
Here is complete equipment and organization to handle all or any part of type and special - 
of printing orders in which we specialize—from ILLUSTRATIONS faces, if desired. J. Walter Thompson's billings 
and COPY to MAILING. grew in 1946 primarily from ex- 
; ‘ Geod Presswork— /pansion of existing accounts, some 
Printing Products Corporation has system. No orders get lost or side- anos ede selers of which, such as Swift & Co. 
tracked. Each order is assigned to an experienced executive who watches : ‘it has had for more than a hall 
and follows the order from receipt a cuts and copy until delivered. Facilities for Binding — Among others, Elgin 
Business methods and financial standing are the best, which statement as fast as the presses . aa ek nanan alee _ 
is supported by customers, supply houses, credit agencies, First National print. ‘Douglas Aircraft, biggest plane 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing producer, became for the first time 
Products Corporation and associates over $1,000,000 highest standing. Mailing and Delivery a big advertiser. Western Union 
7 service as fast as rounded out its first year in ad- 
Proper Zuality copies are completed. vertising. Not only did Thompson 


because of up-to-date equipment and best workmen. 


Zuich Z elie € a A SAVING is often obtained nounced (AA, Dec. 9) the deubli - 


get all 33 Ford dealer areas it 
had 10 of them and “factory” ad- 
vertising), but Ford recently 


1g 

because of automatic machinery and day and night operation. in shipping or mailing when of its per-car budget for 1947 
printing is done in Chicago, ‘ 

i Some JWT accounts, such as Bol- 

e ’ e great central market and toni B , 

m Price distributing point. antine Brewing, contracted ‘0! 


because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, 
quality and delivery. 


THE FORMER ROGERS AND HALL COMPANY) 


‘ 
we ARE STRONG on oUR spect 


/materials-shortage or other rea- 

sons. Part of Universal Pictu: es 

moved from Thompson to the nw 

5 Monroe Agency, New York, «14 

q\% the agency lost one account w! °n 
Lever Bros. dropped Vimms v 

mins. 

The half of $19,000,000, wi 


becoming active in the GF set 


General Foods last year divi 
sf ao Ad almost evenly between Youn; 
“71 Rubicam and Benton & Bov 
e (with Foote, Cone & Belding 
( 5 


LUTHER C. ROGERS PRINTER SPECIALISTS 

Management Advisor Artists - Engravers - Electrotypers 
L. C. HOPPE 

and Seanunien Warden Telephone Wabash 3380—tLocal and Long Distance 
i ines aad Polk and La Salle Streets, Chicago 5, Illinois 


Director of Sales 


continued to be the biggest sil 


H. J. WHITCOMB billings factor of Y&R in 1! 
fice Ie Toward the year’s end Y&R t 
Sales Northam Warren’s Cutex f! 

L. C. HOPPE Thompson, and Odorono from 
Secretary bott Kimball. Pepsi-Cola’s E\ 

W. E. FREELAND vess became active. Packard M: 
Treasurer Car resumed dealer newspa 


and increased other advertis! 
Borden continued at a $4,000. 
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clip mainly through Y&R — al- paign last summer and, in Sep-|larger than those for 1945. 
though Kenyon & Eckhardt’s Bor- tember, by its appointment for | pansion of such accounts as ings stage, was its appointment by |in 1946. Seven United States of- 
den billings are increasing. Deer-| Pall Mall cigaret and the Lucky | American Airlines, Electric Auto- Kraft Foods in 1946, for new prod-|fices and 10 abroad (the latest in 
ing Milliken & Co., fabrics, be-| Strike Jack Benny program. Chi- Lite, and Goodall clothing and ucts. 


came an advertiser. Cluett, Pea- ‘cago had additional billings, affiliates helped. Also on the plus 
body, including the Sanforizing among others, from Hiram Walker side were several new accounts— 
process, was larger. The Y&R and Pepsodent. Los Angeles is Matmatic appliances, Flexalum 


Chicago office added, 


Purity Bakeries. American Home’s the Sun.” 


Clapp baby foods moved up to 
$1. 500,000. Y&R’s losses, relatively, 
were small. Benrus Watch moved | 


toward the year end General Elec- the last quarter, of Ruppert beer with nearly $19,000,000, exceeded |started a $4,000,000 campaign in | 
‘that figure in 1946 with nearly | the fall. Adam Hats came in from | 
_zema and Smith Bros. to the new | $21,000,000, retaining first posi-| LaRoche & Ellis. Substantial bill- | 
Sullivan, Stauffer, Col- tion. In addition, the agency|ings also were built on ogg 


tric canceled its “House Party”|to Lennen & Mitchell, and Nox- 


pre gram. 


Other Billings Grow 


| agency, 


N. W. Ayer & Son’s billings rose | Observed 


R&R Holds Up 


Bros. and Quaker Oats. 


to 83 commercial accounts and that 1946 billings were a fraction ling Drug and Procter & Gamble. 


400 schools (which billed about 
$1,000,000) Ayer was engaged 
with the multi-million Army re-' 
cruiting campaign. American 
Telephone, including several sub- 
sidiaries, and National Dairy, with 
a score of subsidiaries, continued 
to top its commercial accounts. 
Plymouth Motor and Chrysler in- 
stitutional are growing. Other 
“notentialities” are new product 
appointments last year by Kellogg 
and Sherwin-Williams. United- 
Rexal) reached $2,000,000 through 
Ayer (BBDO has part of it) and 
other accounts ranging from Hires 
root beer and Webster cigar to 
Yardley cosmetics were larger. 

Batten, Barton, Durstine & Os- 
born’s business is said to have 
trebled in the last decade. Part 
of the increase in 1946 came at 
the expense of McCann-Erickson 
—BBDO acquiring Emerson Drug, | 
a new radio show for John Han- 
cock Life, and at year’s end insti- 
tutional advertising for Standard 
Oil of Indiana. The Saturday Eve- 
ning Post (from MacFarland, Ave- 
yard) was back with its $2,000,- 
000 plus, and to this Curtis Pub- 
lishing added Holiday. Through 
BBDO Du Pont spends more than 
$3,000,000 annually. Other major 
factors in 1946 included U. S. 
Steel (the Theater Guild network 
program), General Electric, Amer- 
ican Radiator and Cresta Blanca 
wine. Wildroot increased to $2,- 
000,000. All of General Baking is 
now back in the BBDO fold, the 
bulk of E. R. Squibb & Sons has 
gone to it from Geyer, Newell & 
Ganger, and California Peach Ad- 
visory Board has scheduled $1,- 
000,000 for 1947 through this 
agency. 


McCann Lineup Grows 


Although still serving several 
major Standard Oil companies | 
(New Jersey, Indiana, Ohio, etc.) | 
and several of their affiliates, the 
agency founded by H. K. McCann, 
advertising manager of the old 
Standard Oil “trust,” is vastly 
more diversified now. In addition 
to the growth of many existing 
accounts, McCann-Erickson added 
25 big and smaller ones during 
1946—among them Columbia Re-. 
cording (from Benton & Bowles), 
Schenley Distillers’ House of 
Merit foods, Hupp Corporation, | 
National Dairy Council, more of | 
International Harvester  institu- | 
tional, Enterprise Productions 
(movies), Pan American Grace 
Airways, Rice Growers of Cali- 
fornia, La Boheme Vineyards, and | 
tclevision for Swift & Co. Ex- 

nding, among others, were 

nerican Gas Association, Na-| 
tonal Biscuit, Revlon cosmetics. | 

1 important new account will be 

nounced soon. 

Emerson Foote, Fairfax M. Cone 

a Don Belding, whose FC&B 

ency four years ago succeeded 
lord & Thomas, have built their 

llings up close to Albert Las- 

r’s record level. In 1946, the 

hicago and New York offices were 

nost tied with about $15,000,- 

0 each, and the West Coast was 

t far behind. The New York 
€id was stimulated by a $3,000,- 

10 Lucky Strike newspaper cam- 


_well & Bayles, Ruthrauff & Ryan | placed $10,000,000 in other media.| Watch, Lady Esther, Procter & 
its 35th birthday last;D-F-S_ billings come predomi-|Gamble and Roma Wine. 
exactly 2814% in 1946. In addition month with the announcement!nantly from General Mills, Ster-| More than 50 accounts, mostly | 


\small, but large collectively, were | 4435 §, £, SALMON ST. * PORTLAND 14, OREGON 


Ex- A “potential,” not yet at the bill- | added by Grant Advertising, Inc., 


| Shanghai) 


provided $16,500,000 

Biow Company added several domestic and $8,500,000 foreign 
million dollars last year, chiefly | billings. Major Grant accounts in- 
through expansion of Eversharp, | clude Cudahy Packing, Mars, Inc., 
among handling the mammoth campaign | Venetian blinds, and Armco tools, Inc., with a new ball-point pen, | candy, Florists Telegraph Delivery 
others, O’Cedar Corporation and | for David O. Selznick’s “Duel in|and steady going by such bell-|and Eversharp’s acquisition of Association, 
'wethers as Dodge cars, Lever! Schick Injector razor. 


Folger coffee and 
Currently, several divisions of Chrysler Cor- 
Eversharp is reported on a $7,000,- | poration. 

Dancer - Fitzgerald - Sample, 000-a-year basis, or about as large | 
Despite the loss of its Lucky |which ranked first among all|as Biow’s Philip Morris cigaret| & Bowles 
back to J. D. Tarcher & Co., and Strike and Pall Mall billings for “network radio agencies” in 1945,| account. Schenley Reserve whisky 


After a quiet first half, Benton 
is reported to have 
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“The best publication a 


5-IN-1 MAGAZINE™.’ 


fruit grower can have 

in his home for study 
and profit." 

Tom Bodine, 

Payette, Idaho 

apple, prune grower 


Write for full story 


FACTUAL PROOF of Audience 
and READERSHIP of 


TRANSPORTATION ADVERTISING ” 


IN CHICAGO 


These scores as measured by The ADVERTISING RESEARCH FOUNDATION, 
Inc., are projected against 97.5% of the total population * served by the 
5 transportation systems included in its . 


CHICAGO STUDY (No. 7) 


Basic population of Chicago Study Area. . . . . 2,930,000 
(15 years and older) (U. $. Census 1940) 


Total regular riders (round figure)... .. . . 2,330,000 :, 
DP sc aevencdns te Vow 7 


SS oes ang xo 6 a ee 


KNOWN READERS of a specific car card in Chicago 


READ specific car card after 30 days display 
in Chicago, . . . . . . 64% of all riders 


These findings which are sponsored jointly by the American Association of 
Advertising Agencies (4-A's) and the Association of National Advertisers 
(ANA) show details of KNOWN car advertising audience, details of riding 
FREQUENCY, and KNOWN readership of specific car cards in CHICAGO, 
for each sex, age and income group. These breakdowns by known ridership 
and readership, as shown in the Advertising Research Foundation's Chicago 
Study, should be invaluable to you in determining any requirement of 
advertising COVERAGE, PENETRATION and CONTINUITY, in the Great 
Chicago Market. 

Copies of the Chicago Study have been sent by the Foundation to all 4-A 
and A.N.A. members. May we have the opportunity to interpret its significant 


FACTS as applied to YOUR advertising requirements and appropriations 
in Chicago? 


840,000 


“No other Published Media Research can Project Findings to Total Population 


For all car advertising in the Chicago Market... 


CHICAGO CAR ADVERTISING COMPANY 


CHICAGO SURFACE LINES *CHICAGO RAPID TRANSIT ("L" & SUBWAY) *CHICAGO MOTOR COACHES “ILLINOIS CENTRAL *SUBURBANS 


333 North Michigan Ave., CHICAGO 


500 Fifth Ave., NEW YORK CITY 
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added business rapidly to reach a {expanded otherwise. Additions for 
record level. Most of its 15 ac-| 1947 include Nestle Milk Products 
counts expanded, and G. Krueger |and M&M candy. 
Brewing Company was added| D’Arcy Advertising Company 
from Compton Advertising. About reported simply that both its bill- 
$9,000,000 of its estimated $23,-|ings and list of accounts were un- 
000,000 total came from General changed in 1946. Coca-Cola cur- 
Foods. Best Foods, Can Manu- rently is cancelling its “Spotlight 
facturers Institute, Florida Citrus Bands” program, representing 
Commission and B&B’s Procter & | several million dollars in time and 
Gamble billings were reported to | talent, but Olin Industries, among 
be larger. National Association of | others, increased advertising last 
Manufacturers spent about $500,- | year, and Anheuser-Busch prob- 
000 in newspapers. | ably will be larger this year. 
Compton also overcame some. 
early reverses. Mid-year reduc-| Most Bill More 
tions of Procter & Gamble, which | Erwin, Wasey & Co. had no 
represents the larger part of its major losses, and noted larger bill- 
total billings, were more than re-| ings from R. B. Semler, Inc., $2,- 
stored. Allis-Chalmers dropped its 000,000, Texaco, Carnation ‘Com 
Boston Symphony program but snag $2,500,000, and the Air 
| Transport Association. Carnation’s 


ALMANACS! CALENDARS! Albers Milling billed $750,000. 


(Used Daily Throughout the Year) Pinkham Medicine was steady at 

PRIKT YOUR OWN ADVERTISING MEDIUM | 2>out $1,000,000. 
We ponely complete copy for U. S. and Although Liggett & Myers To- 
Asfrological’ Data, Westher"Farecane | bacco, its largest account, was 
Planting and Fishing Tables, Etc. |virtually unchanged, Newell-Em- 
|mett made aé_ $1,300,000 gain 


HART WRIGHT CO. 
|| through expansion of such ac- 


Penn Yan, New York 


counts as Sherwin-Williams, its 


first full year of Northwest Air- | 
‘lines, and the addition of Wheel- | 
ing Steel and Frances Denney | 
_ cosmetics. 


| K&E Up Slightly 


| Kenyon & Eckhardt, the agency 
which Otis Allen Kenyon and the 
|\late Henry Eckhardt took over 
‘from Ray D. Lillibridge just be-| 
'fore the stock market crash of | 
/1929, has had a lot of downs, but 
‘even more ups in its 17-year 
career. The Ford Sunday Eve- 
ning Hour was ended last year, 
but starting this month, K&E re- 
placed it with a similar $2,000,- 
000 program by Henry Reichhold, 


Advertising Age, February 3, 19.7 


plastics magnate, for Musical Di- 
|gest. K&E’s Robert R. Young made | 
‘news out of all proportion to his 
advertising expenditures, but both 
the Young C&O railroad group | 
and Canadian Pacific expanded. | 
So did Manhattan Shirt and Bor- 
den’s Instant coffee. New accounts 
include Look Magazine and Mal- 
lory Hats, now affiliated with 


100,000 
PAID CIRCULATION 


Reader interest, something of inter- 
est to every reader, every month, 
has made Automotive Digest the 
mass coverage publication with paid 


circulation — responsive circulation. 


NEW YORK 
Room 2007, Paramount Bldg. 
1501 Broadway 


LOS ANGELES 
Room 408, 2412 West 7th St. 


CHICAGO 
Board of Trade Bldg. 
141 W. Jackson 


CINCINNATI 
22 East 12th St. 


DETROIT 
6432 Cass Avenue 


THE LARGEST PAID 
CIRCULATION IN THE 
AUTOMOTIVE INDUSTRY 


Actual records show Automotive 
Digest produces inquiries at a 
lower cost than any publication 
in the field. Ask to see these 


actual case histories. 


Chitomouve DIGEST 


‘John B. Stetson Company. Kel- 


Billings of Leading Agencies 
1946 and 1945 
| Copyright, 1947, by Advertising Publications, Inc. 
Usually rounded to the nearest $1,000,000 (some agency heads 
preferred to be more specific) the “standings” were: 
| 1946 1945 
J. Walter Thompson Company .. . .a$82,000,000 *$78,000,000 
Young & Rubicam................ *59,000,000 53,000,000 
(ine. foreign) 
Pass Wee PO TRO 5 oc thees Pee Se 53,000,000 41,000,000 
(inc. foreign) 
Batten, Barton, Durstine & Osborn. 51,000,000 40,000,000 
McCann-Erickson ................ 46,000,000 40,000,000 
(ine. foreign) 
Foote, Cone & Belding............ 40,000,000 31,000,000 
eS re 32,000,000 *32,000,000 
(inc. Canadian) 
Dancer-Fitzgerald-Sample ........ 31,000,000 25,000,000 
SO ara 25,000,000 22,000,000 
Grant Advertising, Inc. .......... +25,000,000 £18,500,000 
Benton & Bowles................ *23,000,000 *20,000,000 
Compton Advertising, Inc.......... *22,000,000 21,000,000 
D’Arcy Advertising Company..... 20,000,000 20,000,000 
(ine. foreign) (ine. foreign) 
Brwin, Waser @ Ce... ..........65 19,500,000 18,000,000 
(ine. foreign) (ine. foreign) 
Newell-Emmett Company ........ 19,300,000 18,000,000 
Kenyon & Eckhardt.............. 19,000,000 18,500,000 
William Esty & Co. .............. 18,000,000 *14,000,000 
po eee 16,500,000 16,000,000 
Fuller & Smith & Ross.......... *15,000,000 12,000,000 
Lennen & Mitchell................ 15,000,000 15,000,000 
RCM iii ctscccecev awe *15,000,000 *13,000,000 
| I ar 14,750,000 $12,000,006 
EE ek ares hs sd oe 9 00 0's 0 0% 14,000,000 15,000,000 
I i kd Shia cle de wa 6 aN 14,000,000 15,000,000 
Campbell-Ewald Company ....... *14,000,000 *13,000,000 
te Bt. IS GR vic bcc cba ceee en 11,000,000 10,500,000 
Duane Jones Company............ 10,000,000 7,100,000 
Geyer, Newell & Ganger.......... 10,000,000 *8,000,000 
Abbott Kimball Company......... 10,000,000 8,000,000 
Roche, Williams & Cleary......... 10,000,000 8,300,000 
Needham, Louis & Brorby........ *10,000,000 *8,000,000 
aIncluding $15,000,000 foreign. 
*Estimated by AA. 
§Revised. 
+Inc, $8,500,000 foreign. 
Inc, $6,000,000 foreign. 


1 
1 


| 


ogg Company continued to be the 
argest K&E account. 


year. 


Esty at Peak 


William Esty & Co. 


Another “Colgate” agency—Ted 
|Bates, Inc.—also moved forward. 
Despite the loss of its Lehn &/The acquisition of Raleigh cigaret 


its largest 


|Fink accounts a year or more ago,, newspaper advertising from 
‘the first full year on National |BBDO, and part of Grocery Store 
'Carbon and Pharma-Craft, the | Products from Duane Jones Com- 
addition of Aer-o-Sol of Bridge- | pany, also were on the plus side. 
/port Brass, and larger billings on | Next to Colgate, Standard Brands 
Reynolds Tobacco, Colgate-Palm- jis the largest Bates account. 


olive-Peet and other accounts gave | Fuller & Smith & Ross, usually 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO -ENGRAVERS 


so? NORTH MICHIGAN 


CMIEGA G6 1, trees 


AVENUE 


a ;, : - : J , > ‘ te % i ea / : "aes fy a Bi: 
Be = ee Adv 
= a eee coop 
oa i this 
12 t . : 
Tae ee ness 
ae ae 
ee futu 
es : Actt 
Beas: port 
re 000 
~ are 
only 
$1 Of 
Oct. 
Cit s’ 
ture 
port 
7 acco 
as of 
he abi rt 
- on t 
- th ir 
of tl 
Sion, non: 
: : i 
ne Ne 000, 
~ Re cou] 
pee’ rt 
Rost e 
ia sade ee by | 
“apa LS ee ae eee Sere ee ee ee acq| 
ee re Am 
— ae - - ere a eo ie Ss ec ae tion 
| —— Bo le el a ots 
—— Ee tai 
— . ES — 
4 D 
. SS = Am 
: : Biss ow . Bk nt a aks ae 
eae : a and 
: 4 . i = Gol 
be a : ih tn : : "ee F ar mo’ 
i 7 * Yee mea a os hav 
ag 3 . (> - _ ¥. \ a, , Pe a sev 
9 ro bem i = “ay clus 
en ‘ae! H Ger « pe Ice 
ee it | tm B i) F {7 > tiv 
3 , 0 La Bd nv 
7 i . 4 " " Q aS a i. —s , “mi 
a I *6 _ B gir Vv 
= eae Q Spe ‘ 
7 Mage Sat ; me. fF, $25 
ae — na : : 
ieee: ~~ . we, Bion ad Co. 
ene” oo” ~ef A, US TE TY aa ce 000 
bpnieeet pfs my bal G oe f} é . h 
a eg “ee, See : anc 
ae” i E SA 
~ ; ae © Oo N 4 ¥ in 
g, On ae oo TH i | aad 
. 2 Na \or OVA, a | 
-s e: p/ a y Co 
= : a Page \e \ yy /\ é ?, é — oa 
ae we * if >| j mn, —— i 44 j ! | 
i o v | & ain wt x _=?-2Z7AZZz SH Wy | ful 
= Oe: i » ess Se hy a Jui 
=e y H > | << me ~ hag y ae 
iti | La. 5B ee ees \ F, | es A st Ar 
. Pies el Ny ‘ z 
af om 4 of 
is , —_ air 
i 3 ce > Sg ; ie 
” . me gu | 
, 00( 
oy | te 19¢ 
| a } $1 
‘ na 
=e eat bu 
Be er cm on 
; ae : col 
Ke Ses 
ee ex 
sie ’ act 
as sm 
ee Ar 
— : Hc 
—. la 
SS : . s- th 
i & “t n ‘ 
Be =] 
a | 
Be : : 3 
Me? co, ay , 
: : Eve 
wh a 
} Why i+ 4, Yo 0 ed 
peor 
— RTISING BUY! | 
efne eee ° : 
* Sous $s css ee PC 
. FS S| Cb BEG, oo 
Pte f0hiZ, sie 
: PPLE 
{2 | ES mee amc a mo ae £:: 
P 4 Ss & 
| - Na 4 Se EPR SN Ne RE ARS SN AN 
“an eS Lae % pe: ; = Bas. ; ee Tig oe 5 ce re % 5 Oe ee : ty a : FRE SAR an iy RS 3 Ad s eee PS ee 


eads 


largest 


cy—Ted 
‘orward. 
. cigaret 
g from 


Advertising Age, February 3, 1947 


» temporary growth in its busi- 
s from the account of the War 


~~ + te 


| re 


perative, was mum on billings |the year. C-E’s eastern division, network advertising, Burlington 
s year—partly, perhaps, because | New York, was said to be doing|Mills and Mohawk carpet ex- 
latively better than the parent|panded. Mathes lost York air 
company, with increased activity 


| conditioning to Ellington & Co., 


Assets Administration might make | on such accounts as U. S. Rubber | but regained from Ellington part 
fiture comparisons unfavorable. | and Eastern Air Lines, and a full- | of the Schick razor account. The 
Actually, however, AA learns, re-| year billing on new liquor and | bulk of Schick went to Biow Com- 


ports that F&S&R billed $4,000,-| beer accounts. 

J. M. Mathes, Inc., 
are not true. The average was|National Carbon to William Esty | ing, 
only $80,000 a month, or about|& Co., but in 1946 Mathes had 
$1,900,000 for the year. Also, on|$500,000 additional billings from| 
Oct. 1,a number of “regional agen-| other units of Union Carbide. | Duane Jones Company is one} 


000 or more on War Assets in 1946 


i\pany. A new Mathes account, 


Jones Moves Up 


cies” entered the War Assets pic-|Canada Dry, returning to radio|agency which is not bashful about 


ture. Otherwise, F&S&R was re- 


in 1945 lost now starting magazine advertis- | 
is Sugar Research Foundation. | 
‘ucts of Grove Laboratories, and 
Sweets Company of America. 


its billings. It takes newspaper 


space to advertise them. They rose 


about $3,000,000, to slightly more 
than $10,000,000 in 1946. Five 
years old next March 15, DJ Com- 
pany now has 31 accounts em- 


bracing 86 products. Its 1946 ad- | 
‘ditions included Alligator and 
Chelsea cigarets of Larus & Bro. | 


Company, Newsweek, two prod- 


Mennen skin balm resumed. Mal- 
lory Hat went to Kenyon & Eck- 


hardt, and Grocery Store Products 
Largest on the DJ 
list are B. T. Babbitt and Man- 
hattan Soap. 

Geyer, Newell & Ganger moved 


to Ted Bates. 
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grass roots 
try the local approach - 
use the country weekly 


OZAUKEE PRESS 


“the weekly with pictures” 
port washington, wis. 


ported doing nicely with such 
accounts as Aluminum Company 
of America, Westinghouse, and 
about 90 others. Billing figures 
on this agency are less meaningful 
than most, since a substantial part 
of the agency’s income comes from 
non-commissionable activities. 


Jergens Account Switches 


The year-end loss of the $5,- 
000,000 Jergens-Woodbury and a 
couple of other accounts to Rob- 
ert W. Orr & Associates was met 
by Lennen & Mitchell, in part, by 
acquisition of Ruppert Brewery, | 
American Car & Foundry, Maxson | 
Food Systems and Cagney Produc- | 
tions, and by expansion, among 
others, of Lorillard Tobacco, Car- 
stairs Distillers and _  Scripps- 
Howard. 

Donahue & Coe has added the 
American Institute of Laundering 
and the Gas Appliance Manufac- 
turers Association for 1947. Metro- 
Goldwyn-Mayer, largest factor in| 
movie production, is reported to 
have expanded last year, as did | 
several other D&C accounts, in-| 
cluding National Association of | 
Ice Industries. One D&C execu- | 
tive estimated its 1946 billings at | 
“more than $15,000,000.” 

With $12,000,000 in New York, | 
$2,500,000 on the West Coast, and 
$250,000 in Chicago, Buchanan & 
Co. climbed toward the $15,000,- | 
000-mark. Paramount Pictures | 
and Texaco, $2,000,000 each, led 
in the East, and Tide Water As-_ 
sociated Oil, Rainier Brewing and | 
City of Los Angeles on the West. 
Coast. The loss of Burry Biscuit | 
was more than’ met by the first) 
full year’s work on Welch Grape | 
Juice, by expansion of United | 
Artists (Howard Hughes’ “The | 
Outlaw,” ete.) and the addition | 
of te a largest non-scheduled | 
airline. 


Maxon Off $1,000,000 


Maxon, Inc., reported simply 
that its billings declined from $15,- 
000,000 in 1945, to $14,000,000 in | 
1946 (after a sharp rise from. 
$10,000,000 in 1944) because “one, 
of our industrial accounts (un-_ 


named), which placed $2,250,000 | 
business with us in 1945, spent | 


only $1,250,000 in 1946.” This 
could have been Ford or General 
Electric. Heinz billings probably 
exceeded $3,000,000. Gillette was 
active. Maxon added __ several 


smaller accounts during the year. | 


Among others on the Maxon list, 
‘iotpoint, Ine., currently is making 


large expansion plans. 
Kudner Agency was affected by 


‘ie General Motors strike, which | 
d to elimination of institutional | 
‘dvertising in magazines for six | 


onths, and in part to the ending 
the General Motors Symphony 
twork programs in July. “Some 
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74.4% Daytime Audience x 62.2% Nig 


194,210 Radio Families in the Pacific 
Northwest are “by-passed” by broad- 
casts originating in the “metropolitan” 
centers of this vast area. These metro- ci 
politan stations of the Pacific North- 
west fail to reach this rich market. 
Why? 

Take a look at the map. The answer lies in the rugged 
terrain of the Pacific Northwest. Ordinary radio broad- 
casting from these centers is unable to penetrate those 
12,000 to 14,000 foot mountain barriers. Expensive sales 
messages bounce right off those mountain ramparts. 
How then to reach these people? 


There’s Only One Effective Way! 


That one way is through the key local radio stations in this rich region .. . 
the 15 stations of the Oregon-Washington Radio Group. These stations hold 
an enviable position in this great market. For instance, BMB figures show 
these stations delivering, on the average, better than 74% of the available 
daytime audience . . . better than 62% of the available nighttime audience 
within each Trading Area. Here, and here alone, is the key to tapping this 
thriving market of families with over 154 millions of dollars to spend for food 
products alone . . . families with a Per Capita Effective Buying Income of 
$2,688.00 . . . highest in the nation! 


counts, such as Goodyear Rub-| 


r and TWA, were larger (al-| 


ough TWA more recently -was | 


rt» by a pilots’ strike and ‘the 
ounding of its Constellation 
anes). New accounts were | Albany Eugene 
vank men’s jewelry and War 


sets for the New York area. 


Strikes Affect Billings 


Although the style of Campbell- 
vald Company, Detroit, is re- 
rted also to have been cramped 

the General Motors strike, 


WASHINGTON 


KWIL (MDL) KORE (MDL) KXRO (MDL) KRKO (MDL) 
Aberdeen Everett 

KAST (MDL) KFLW (ABC) KVOS (ABC) KWLK (MDL) 

Astoria Klamath Falls Bellingham Longview 

KBND (MDL) KRNR (MDL) KELA (MDL) KGY (MDL) 

Bend Roseburg Centralia Olympia 

KOOS (MDL) KSLM (MDL) KPQ (ABC) 

Coos Bay Salem Wenatchee 


fecting its part of the institu- 
nal as well as Chevrolet and 
her products, Chevrolet ex- 
nded a bit in the latter half of 


For detailed information write or wire THE HOMER GRIFFITH COMPANY - Ne 
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The Pacific | 
Northwest's 4 


Nod 


Radio Market! 
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w York « Chicago « Hollywood + San Francisco » Dall: 


«markets served by 


Seo eet 
elag * 
httime Audience 


Topographic 
map shows the 
15 stations of 
O-W-R-G, and how 


each are separated by 
mountains. Stations 
may be used as a 
group, singly, or in 
any combination. 


DLM 
Don Lee Mutual 
Affiliate 
IND 
independent 
ABC 
American Broadcasting 
Company Affiliate 
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up from about $8,000,000 in 1945, 
to $10,000,000 in 1946—aided, 
among others; by expansion of 
Nash-Kelvinator, Eureka Vacuum 
Cleaner, Simmons electronic blan- 
kets, Berkshire hosiery and the 
Calvert Distillers “men of dis- 
tinction” campaign, which added 
newspapers to its magazine cam- 
paign. White Cross electric ap- 


just getting going promotionally. 
Toward the year end Squibb’s 
network program through GN&G 
was dropped. 


Newcomers Join List 


With 90 accounts handled by 
seven offices, including new offices 
in San Francisco, Los Angeles, | 
Rome and London, and 39 retail | 
accounts, Abbott Kimball Com-| 
panv also reached the $10.000 000 | 
mark. A few were lost, including | 
Odorono to Young & Rubicam and | 
Dobbs hats to the new agency, | 
Sweetser, Byrne & Harrington. 
Motty-Eitigon, Inc., after making | 
a $600,000 promotional dent in the | 
fur industry, is now near bank- | 
ruptcy. But the agency has a 
strong list of accounts, chiefly in 
the luxury and fashion fields. 
Many of them are on a fee basis. 

Roche, Williams & Cleary, with 
offices in Chicago, New York and 
Philadelphia, moved into the over- 
$10,000,000 group this year from 
$8,300,000 last year, the expansion 
coming almost entirely from exist- 
ing accounts, of which Studebaker | 
and Sun Oil are the largest. 

Although the agency did not} 
supply figures, AA estimates that | 
Needham, Louis & Brorby reached | 
the $10,000,000 mark last year, | 
moving up from about $8,000,000, | 
largely by expansion of accounts. 
in the house. Prominent among | 
the agency’s accounts are §S. C. 
Johnson & Son, and important por- | 
tions of the Swift and Kraft ac-| 
counts. 


New IBS Rate Card 


Covers 22 Stations 


The Intercollegiate Broadcasting | 
System, representing 22 campus | 
radio stations with commercial | 
time available, has issued a new 
rate card. Rates by stations range | 
from $8 to $20 per quarter-hour; | 
the network rate is $288 for 15) 
minutes. Avery-Knodel, Inc., rep- | 
resents IBS for network and spot 
sales. 

Network programs are fed to | 
campus stations in the Northeast | 
over the wire-line Ivy Network, | 
and are supplied to central and 
western stations on transcriptions. 
Spot programs are _ originated | 
locally at each college. 


| 
| 
} 
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Promotes Florida Travel 

A fund of $100,000 has been, 
authorized by the directors of the 
recently organized Coast Highway | 
Association to promote automobile | 
travel along the east coast of 
Florida. The Newman Company | 
has been appointed to conduct the 
promotion and fund raising and} 
Dennis & Small, Jacksonville, and 
Milton F. Bacon & Associates, 
Jacksonville and St. Augustine, 
have been named to place the ad- 
vertising. 


WFDF Flint 


he goes and buys.” 


“Everything advertises 


WDGyY Expands Studio 


Station WDGY, Minneapolis, 
will take over the entire 12th floor 
of the Nicollet Hotel May 1, for 
accommodation of studios and 
offices. The station has on file 
with FCC a 50,000-watt fulltime 
application. 


Elects Anne Unger 


pliances of National Stamping are | 


Ray-Hirsch Company, New 


‘York, has elected Anne Unger, 


comptroller of the agency, a mem- 
ber of the board of directors. 


Becomes Rubel & Fields 


Ira Rubel & Co., management 
consultant and system engineer, 
New York and Chicago, has 
changed its company name _ to 
Rubel & Fields. Ira Rubel and 
Norman Fields are partners in the 
organization. 


‘Named Home Economist 


| Mary E. Brokaw has been ap- 
/pointed home economist of Na- 
tional Enameling & Stamping Com- 
pany, Milwaukee, where she will 


direct activities of the newly re- 
modeled test kitchens and work 
with the research and engineering 
departments on the development 
|}of new products. 


Plans Fabric Promotion 


California Fabric Company will 
open a new campaign in April to 
promote its Caribbean Colorama, 
a panorama print fabric. News- 
papers and national fashion maga- 
zines will be used. Jere Bayard & 
Associates, Los Angeles, is the 
agency. 


ihe 
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‘Factory-to-You’ 
Sales Abandone:', 
Rexall Tells FTC 


W ASHINGTON—Rexall Drug Cv. »- 
pany, Los Angeles, and its who! y- 
owned retail outlets told the Frc 
last week that they have ab.in- 
doned “factory-to-you” sales. 

The change in policy was 
ported as the firms denied 
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advertising for ‘“factory-to-you” 


an. “one-cent’” sales involved 
price misrepresentation. 
factory-to-you” sales were 


abondoned in July, 1944, Rexall 
sai, and there is no intention of 
resuming them. It did not say 
that “one-cent” sales had been 
dropped. 


The firm denied that advertising 
for “factory-to-you” sales repre- 
senied that the consumer buys at 
factory price without the addition 
of a retailer’s profit. It added 


frankly that the sale price pro- 
vided for the retailer’s mark-up. 

Rexall admitted that it caused 
its wholly-owned  subsidiaries— 
the Owl Drug Company, Los An- 
geles, and the Liggett Drug Com- 
pany—to conduct one-cent sales. 

While it provided sales material 
to these subsidiaries, it said it 
could not be responsible for addi- 
tional advertising material that 
might have been prepared by in- 
dependently-owned stores operat- 
ing under Rexall franchises. 


FTC had contended that “regu- 
lar” prices listed in sale ads were 
“substantially” higher than usual 


|selling prices, thus misleading the 


public. 


Airtemp Ups Haefner 


E. W. Haefner, who _ joined 
Chrysler in 1936, and has served 
recently as manager of the parts 
and service department of the Air- 
temp division, Dayton, has been 
promoted to assistant general sales 
manager of Airtemp. 


'Company, 


Lever Promotes MacLeod 


Louis H. MacLeod has been ap- 
pointed chain store and _ super- 
market manager of Lever Brothers 
with headquarters in 


Cambridge. He joined Lever in 


1924 and most recently has been! 


manager of the midwestern region. 


WOV Names Leta 


WOV, independent New York 
City station, has appointed Al Paul 
Lefton Company as its advertising 
agency. 


— 


Fach Prove Collie’ 


THE BEST BUY OF THE “BIG 3” WEEKLIES 


FoR advertisers who think ahead, Collier's offers America's richest market .. . the 
“Age of Acquirement”. . . the 25 to 45 year age group. These are the men and women 
who are thinking ahead . . . establishing homes, starting families, acquiring possessions 
... in other words, building for the future. A recent survey conducted by The Psycho- 
logical Corporation . . . reaching eight thousand families in 125 representative towns 
and cities .. . proves that the “buying plans” of Collier's families are well above the 
average buyer. It is cheaper to reach this profitable market through Collier's than 
through either of the other ‘Big 3" weeklies. 


FOR FEWER DOLLARS 


Collier's is a real pre-war advertising 
THE "BIG 3" COST PER M 
c value. The rate per page... and there has weexues PAGE RATE CIRCULATION 
. ~~ 
S = been no increase since 1941... is ex- 
Sj §S = tremely low. The cost per thousand circu- COLLIER'S $ 7,000 $2.49 * 
= t ~ . . tt . . 
lation is the lowest of the "Big 3” weekly ee — 7 
. WEEKLY (C) 10,000 2.70 t 
magazines. 
*“A.B.C. tPublisher's Guarantee 
MORE SALES MESSAGES 
Collier’s stretches the advertising dollar. 
x e THE "BIG 3" $50,000 
— Your appropriation goes farther . . . pene- WEEKLIES wt BUY SALES MESSAGES 
—F — trates the market deeper . . . because the 
| Bemiea —s 
| —# *—! low unit rate allows you to buy more parennaabe ¥oue Gugee SaeEe ere 
¥ insertions, more impressions, more weeks ee pci ieee 
i WEEKLY (C) 5.00 pages 18,500,000 
of national coverage. 
MORE BUYERS 
Collier’s reaches the men and women who 
Pores e % i THE "BIG 3” % OF READERS IN 
Q = buy. Among the ‘Big 3” weeklies, Collier’s WEEKLIES AGE OF ACQUIREMENT 
n> ae , && has the greatest percentage of men and 
4 { a Ni ° e ° ” ’ 
ae ql \)Y women in the “Age of Acquirement”... —* 42.6% 
the 25 to 45 year age group. pieced 38.1% 
WEEKLY (C) 38.7% 


Colliors for 
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Canada Dry Adds 
Passport, Drops 
Daiquiri Rum 


New York—Canada Dry Ginger 
Ale, Ine., is introducing in con- 
sumer and business magazines an 
aged Puerto Rican rum under the 
trade name, Passport. At the same 
time the company is discontinuing 
distribution of its Daiquiri brand 
'rums. 

Insertions in Collier’s, Esquire 
and nine papers in the liquor, hotel 
and club fields, backed up by 
point-of-sale display material and 
dealer literature, will launch the 
aew brand. Distribution to deal- 
ers is already well under way, in 
both white and gold types. 

To spotlight the rum’s “distinc- 
tive character,” it has been pack- 
aged in a Napoleon-shaped bottle, 
“which is unusual for a liquor of 


this kind,” explains Kingman 
Moore, vice-president in charge 
of Canada Dry’s wine and spirits 
department. 

J. M. Mathes, Inc., is the 
agency. 


Copy Council Elects 

| The Copy Research Council, 
|New York, cooperative group of 
/agency copy and research execu- 
tives, has elected the following 
officers: Gerald Carson,  vice- 
| president of Benton & Bowles, re- 
'elected president; T. Mills Shep- 
‘ard, McCall’s, secretary and treas- 
urer, and John Caples, Batten, 
Barton, Durstine & Osborn, and 
C. A. Pooler, Benton & Bowles, 
members of the executive com- 
mittee. 


Legault Joins Hardy 

| Mare Legault, formerly with 
Station CKAC, Montreal, has 
joined the Montreal staff of Joseph 
|A. Hardy & Co., radio representa- 
| tive. 


He can afford 


them 


@ It’s true... Ranchmen can 
afford ... and want to buy... 
a billion dollars worth of mer- 
chandise. 


@ Results shown by signed 
statements made during The 
CATTLEMAN Magazine Sur- 
vey... RANCHMEN WANT 
TO BUY* ... prove this 


statement. 


@ This Billion Dollar Market 
can be reached effectively and 
economically through the col- 
umns of The CATTLEMAN 
Magazine owned, pub- 
lished, read and used by ranch- 
men. 


1109 BURK BURNETT BLDG. 
FORT WORTH 2, TEXAS 


(oe GREAT RANCH MARKET 
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SPLARHEAD > vor cvcmerion ce wi 


Don't Be Satisfied with 


ORDINARY RESULTS 


Employ our counsel and services 
to insure results 

Our large creative staff is ready to 

put their efforts to work for you... 


design exhibits to be travelled or for 
stationary use. When designed by 
Stensgaard, your display has the pull- 
appeal that commands attention— 
creates a dramatic showing for the 
product or service. 


to 


= For The Pullman Co. 
EXHIBITS 
Industrial . . Market .. Museum. . 


Convention 


36 Pages... 420 Pictures... on Exhibit of Performance 
Write for a copy of it Today on your business letterhead. 


AMERICA'S LARGEST ORGANIZATION SPE- cx 
CIALIZING IN MERCHANDISE PRESENTATION £ fi 


W.L. STENSGAARD & ASSOCIATES, INC. /: 


331 N. JUSTINE STREET « CHICAGO 7, ILL. ~4 


Banks Must Handle > 
§30 Billion More 
of Credit: Flora 


Sr. Louis—In the face of a 
warning that many people will 
have neither money nor credit 
when the supply of durable goods 
arrives, rosy predictions were) 


“Uslomerh, please come back... 


ALL IS FORGIVEN . 


preset 


WHERE ARE THE SUCKERS?—This tearful plea for business from Ringsics, 
New York night spot, seems clearly indicative of the declining sales curve 
in the country's bubble-and-bauble spots. 


made here Jan. 23 of tremendous 
increases in consumer instalment | 
buying and lending this year. clared that banks must be ready 
Leaders in the appliance, food,|to finance $30 billion more an- 
truck and furniture industries told |nually in consumer durables than 
of great needs for bank credit to|was handled in the best prewar 
sell their products, at the con- | year. 
sumer and instalment credit con- | Serve Over 70% of Need 
ference sponsored by the consumer ; 
credit committee of the American! Since the early 30s when banks’ 
Bankers Association. About 1,000 | credit coverage extended to only 
bankers attended the conference. 2D0ut 10% of the community, the 
Carl Flora, chairman of the nation’s banks have expanded 
credit committee and vice-presi- | their lending .service to cover 70 


dent of the First Wisconsin Na-|to 90% of people in their com- 


This headline appeared in a 
Nash-Kelvinator Corporation 
advertisement— Nov. 1946 issue of 


Reader’s Digest 


(Prophecy . 


The 


in Portuguese , 


Nash-Kelvinator Corporation, Dupont, General 
Electric Co., The Parker Pen Company—these 
and many other leading American businesses 
advertise consistently in one or more of the 11 
International Editions of The Reader’s Digest. 


These advertisers use The Reader’s Digest be- 
cause they know that its International Editions: 


e Reach more than 21% million people in 40 countries 

© Influence the leaders in every country 

e@ Speak in the language of each country—a cardinal 
principle of export 


An ever-growing magazine in a growing world 
market, The Reader’s Digest offers American 
exporters a strong voice overseas. 


Profecia...sobre rodas! 


_ on wheels) 


Nash advertisement prepared by 
Irwin Viadimir & Co. and 
Geyer, Cornell & Ganger 


Selecoes . . Guaranteed circulation 350,000 
.. « most widely read magazine in Portuguese, 
reaching able-to-buy families in Brazil, Portugal 
and Portuguese East and West Africa at rates as 
low as $2.28 per thousand. 


Published also in British, Australian, Spanish, 
French, French-Canadian, Swedish, Finnish, 
Danish, Norwegian, Arabic and Japanese editions. 


For rates, list of advertisers and other information, 
address: The Reader’s Digest International Editions, 
Inc., 500 Fifth Avenue, New York 18, N. Y. Tele- 
phone Lackawanna 4-0900. 


International Editions of y 


The READER’S DIGEST 


THE WORLD’S MOST WIDELY READ MAGAZINE 


tional Bank of Milwaukee, de-; munities, Mr. Flora said. About 


10,000 banks now have consumer 
credit service, compared with 7,000 
before the war.. 

This year the banks hope to 
obtain a large share of the {i- 
nancing of major appliances, auto- 
mobiles, furniture, grocers’ re- 
frigeration units, trucks and other 
products. Last year, for example, 
|less than one out of five of 2,150,- 
000 new automobiles produced was 
bought on time; this year the 
number produced may reach 5,- 
000,000 and the number bought on 
time may reach 2,000,000. 


| The trucking industry, accord- 
‘ing to Ted V. Rodgers, president, 
American Trucking Associations, 
will look to banks for $2 billion 
in credit to replace worn-out 
|'equipment. J. L. Busey, president 
‘of the National Electrical Whole- 

salers Association, said that by 
the end of ’47 about 60% of major 
,appliances will be paid for by in- 
|stalment purchases, compared 

with only 10% bought on time 
| now. 


Rau, Bailey Skeptical 


| In pointing out the furniture 
industry’s need for bank loans, 
Roscoe R. Rau, executive vice- 
|president of the National Retail 
Furniture Association, skeptically 
described a banker as “a man 
who holds an umbrella over your 
head while the sun is shining and 
then closes it and runs away when 
it starts to rain.” 

Some doubt as to the rosiness 
of the ’47 lending picture was 
expressed, also, by C. W. Bailey, 
president of the ABA and of the 
First National Bank of Clarks- 
ville, Tenn. 

A recent ABA survey, he de- 
clared, reveals that personal loans 
are higher than they were in 
1941. About half as many of such 
loans are outstanding and _ the 
average loan twice as large as in 
1941. 

“The reason for borrowing,” Mr. 
Bailey asserted, “in the majority 
of cases is for necessities, paying 
off bills, borrowing to live, if you 
please. 

‘Maybe the time has come {o! 
us to do some real thinking re- 
garding this form of lending. |! 
don’t hold myself up as a con- 
sumer credit expert or an econo0- 
mist, but I suggest that if a lot 
of people now find it necess:ry 
to borrow for routine living ©x- 
penses, they won’t have eitier 
money or credit when the sup)ly 
of durable goods comes along.’ 


Warns of Price Fall 


Another warning, that buy rs 
may stop paying instalments if 
prices drop on later product), 
was made by William Kelly, v: °- 
president, Pennsylvania Comp:"Y 
for Insurance on Lives and Gra '!- 
ing Annuities. 
| ‘We know from experience,” \¢ 
|said, “what happens when the © "- 
| paid balance on the old mode | 


close to the acquisition cost of ‘°° 


jnew. A reduction in price of « 
third is not at all unlikely \ 
the introduction of low price li! 
“Failure of some manufactu 
to meet competition on price 
create ‘orphan merchandise’ w! 
is anything but good collateral! 
our outstanding loans. Tech 
|logical improvements will cré 
|serious technical depreciation 
value of our models. We may 
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pe able to avoid a fair volume of 
repossessions, but we can mini- 
mize that risk and greatly diminish 
our potential losses on ‘reverts’ if 
we insist on substantial down 
payments.” 


Bisbing Calls “W* 
Control Needless 


PotspAM, N. Y.— Government 
credit controls under the Federal 
Reserve Board are insufficient to 
control inflation when production 
is low, and unnecessary if produc- 
tion is high, Prof. Leonard J. Bis- 
ping, Clarkson College of Tech- 
nology, asserted here. 

The board’s Regulation W limits 
the size of down payments on 
automobiles and about 10 other 
consumer durables, and the time to 
pay the balance of purchase price. 
Professor Bisbing declared that 
credit controls cannot prevent buy- 
ers from bidding up prices on 
scarce products. “Black markets” 
bypass such controls, he said. Con- 
trol of consumer credit, he con-: 
tinued, intensifies demand for 
higher wages. . 

Consumer credit is a minor fac- 
tor affecting inflation, compared 
with such factors as high wages, 
amount of currency in circulation 
and the amount of consumer sav- 
ings, Professor Bisbing asserts. Up 
to the time of the war, he said, the 
ratio of credit to total retail sales 
varied little, and credit accounted 
for about one third of sales. Re- 
tail sales have in the past fluctu- 
ated with the business cycle and 
disposable income. 

Judging from the prewar trend, 
Professor Bisbing said, it is un- 
likely that consumer credit, free 
from controls, would rise above its 
prewar relative position to sales. 


MANUFACTURERS ASK 
END OF CREDIT CURB 


CLEVELAND—The Vacuum 
Cleaner Manufacturers Association 
has petitioned the Federal Reserve 
Board to remove household 
vacuum cleaners from charge ac- 
count controls. 

The petition asserts that the 
board, by removing most cate- 
gories of consumer products from 
Regulation W credit controls 
Dec. 1, discriminated against the 
vacuum cleaner industry. 

The association points to find- 
ings of the Bureau of Agricultural 
Economics last fall that about 
seven-tenths of U. S. families have 
annual incomes of under $3,000, 
do not intend to cash war bonds 
to pay for appliances and “prefer 
to buy durable goods out of in- 
come by means of a reasonable 
down payment and _ acceptable 
monthly terms.” 


Los Angeles Adwomen 
ounce New Award 


The Los Angeles Advertising 
Women in March will initiate the 
Frances Holmes Award, an annual 
honor to be paid to women in ad- 
vertising and allied professions 
who have performed outstanding 
creative work. 

The award is named in honor 
of Frances Holmes, one of the 38 
charter members of the club, 
Which was established in 1914 as 
the second of its kind in the U. S. 
It includes a perpetual trophy, to 


‘Forbes’ Offers Map 


Forbes Magazine, New York, has 
inaugurated a map of business 
conditions designed to give execu- 
tives, twice a month, an up-to- 
the-minute picture of business 
trends in 89 trading areas through- 
out the country. 


Names Representative 


Case and Comment—the Law- 
yers’ Magazine, published by the 
Lawyers Cooperative Publishing 
Company, Rochester, N. Y., and 


Bancroft-Whitney Company, San 
Francisco, has appointed National 
Publishers Representatives, Chi- 
cago and Los Angeles, as national 
representative. 


Fairall Names Hunter 


Schuyler S. Hunter, formerly 
with the Iowa Development Com- 
mission and before that with the 
rotogravure advertising depart- 
ment of the Des Moines Register 
& Tribune Company, has joined 
Fairall & Co., Des Moines, as ac- 
count executive. 


Appoints Noble 


Edward J. Noble, who prior to 
Army service was in charge of 
radio activities of Sterling Prod- 
ucts International, with headquar- 
ters in Mexico, has been named 
director of radio of Publicistas 
Mexicanos, Mexico City. 


Joins Byer & Bowman 
Harold K. Schellenger has re- 
signed as director of public rela- 
tions at Ohio State University to 
join Byer & Bowman Advertising 


Agency, Columbus, O., as head 
of the public relations department. 
His resignation from the univer- 
sity is effective in April. 


ST.«83 GS & Fr 


MISSOURIS SG Mania 
ae. 


ST. JOSEPH NEWS-PRESS/ 
St.Joseph Onzette 


be given the annual winner, and 
statuettes to be conferred in each 
of 10 divisions. Ten honorable 
mentions also will be given each 


year. 


Le Roi Buys Firm 


_Le Roi Company, Milwaukee, 
manufacturer of internal combus- 
Won engines, portable compressors, 


-_ 6ine-generator sets and mowing 
“duipment, has purchased Cleve- 


‘and Rock Drilling Company, di- | 
of Cleveland Pneumatic | 
Company, Cleveland. Russ 


Vision 


00] 


publications. 


PUBLISHER OF ADVERTISING AGE 


FOR COVERAGE OF THE ENTIRE 
ADVERTISING AND MARKETING FIELD— 


The facilities of Advertising Publications, Inc., are unmatched. Through its four related, 
yet sharply defined publications, every factor in the advertising, marketing and 
merchandising phases of business may be reached. Recognizing that one publication 
could not hope to provide editorial material of equal interest and value to the related 
but differing groups in these fields, we produce four related but sharply defined 


Advertising Age reaches more advertising agency executives than any other publica- 
. tion—more than it ever has reached before—and far more than any other publication 
ever has reached. The Weekly Newspaper of Marketing, it goes to the desks of the 
most important executives of the most important national advertisers in the country. 


Industrial Marketing is the only publication dealing exclusively with the problems of in- 
dustrial marketers. Its readers are the marketing and advertising executives of manu- 


and agency circulation available, at the lowest cost per thousand. 


The Market Data Book, published in two editions — one concerned with industrial and 
trade markets, and the other with consumer markets — rounds out facilities which make 
it possible to reach every segment of activities which deal with the mass sale of goods 
or services. Through the Market Data Book, media can get their stories across when 
markets are being studied, before media are being considered. 


Through this four part "package", Advertising Publications, Inc. offers advertisers the 
most complete, lowest cost coverage of the entire advertising and marketing field. 


NER TTS TS EES 


ADVERTISING PUBLICATIONS, INC. 


+ INDUSTRIAL MARKETING 


facturers of equipment and supplies for industry, and their advertising agencies. 
Advertising in the two publications is sold in combination, insertions in one contributing 
to frequency discounts in the other. Together, they provide the largest manufacturer 


+ THE MARKET DATA BOOK 


THE LARGEST PUBLISHING HOUSE SERVING THE ADVERTISING AND MARKETING FIELD 


100 E. OHIO ST., CHICAGO 11; RUSS BLDG., SAN FRANCISCO 4; GARFIELD BLDG., LOS ANGELES 14; 330 W. 42nd ST., NEW YORK 18 


| 


Morgan, who joined the company | 
more than a year ago and organ- | 
2ed Le Roi’s Cleveland division, | 


Will head the expanded facilities. 
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PROFESSIONAL—In magazines this 

month, Toni, Inc., is starting a new 

drive to emphasize the beauty shop re- 

sults of a home permanent wave when 

Toni creme cold wave is employed. 

Foote, Cone & Belding, Chicago, is the 
agency. 


Toni Maps Record 
‘AT Campaign for 
Permanent Waves 


St. Paut—tToni, Inc., which 
claims a big chunk of the nation’s 
home permanent wave sales, has 
set out after a still bigger portion 
with a national advertising cam- 
paign that enlists network radio, 
national magazines, newspapers, 
trade publications and a prime 
merchandising aid—a newly-de- 
signed package. 

The St. Paul company, far from 
ignoring the advantages cited for 
cold waves offered in milady’s 
beauty shop, actually challenges 
the professional treatment on a 
direct comparison basis. 

The 1947 magazine campaign is 
built around identical twins with 
identical hair styles, with a head- 
line such as “Which twin has the 
Toni?” Copy asks, “And which 
had her permanent at a beauty 
shop? No one could tell the Ring | 
twins’ permanents apart—can)| 
you?” An illustration shows the | 
twins and their hair styles, and | 
the copy underneath discloses 
which of the girls gave herself “a 
lovely Toni home permanent. . .” 


Airs Two CBS Shows 


Toni took over sponsorship of | 
the CBS audience participation | 
DRUGS, FOODS, 


MANY =x: 


are OVERLOOKING A MARKET 


That's as wide and broad as 
the United States itself. 


Cosmetics, drugs, foods, drinks,— 
everything from automobiles to 
zithers are purchased at the rate 
of seven billion dollars a year by 
this very active home market. It’s | 
easy to overlook because we're all | 
so close to it. But it’s easy to reach, 
too. You reach the big American 
Negro market through the race 
papers to which the Negro looks 
for guidance. The good will, con- 
fidence, and regular patronage of 
the Negro can be won and held by 
advertising in the Negro papers. 
You owe it to your business to 
get the facts about the success 
stories built upon reaching this 
great and growing market through 
advertising. Write to Interstate 
United Newspapers, Inc., 545 Fifth 
Avenue, New York. Get the facts. 


COSMETICS, 


show, “Give and Take,” Jan. 4, im- 
mediately after it was relinquished 
by American Home Foods. The 
program is aired over the full CBS 
network Saturdays 2-2:30 p.m., 
EST. In addition, Toni sponsors 
the 15-minute show, ‘Meet the 
Missus,” aired three times weekly 
over 26 stations of the CBS Pacific 
Coast network. 

“Give and Take” will employ 
the testimonial type of commer- 


j cial, which already has been tested 


successfully by Toni on its West 
Coast show. 

First publication ads for the 
Toni creme cold wave will break 
this month in 18 women’s maga- 
zines, The American Weekly and 
This Week Magazine. A newspa- 
per campaign will be concentrated 
in Nancy Sasser’s “Buy Lines” 


column, appearing in 58 metro- 
politan newspapers throughout the 
country. 

Toni’s advertising will feature 
the new deluxe kit just being in- 
troduced to the trade in business 
paper space. The kit contains 
plastic professional curlers, which 
Toni considers a “scoop” in the 
home permanent field. The kit is 
packaged in a modernized “Toni- 
pink” and gray box, intended to 
give the product the high spot on 
drug, cosmetic and notion counters 
in retail stores. The package was 
designed by Harper Richards, Chi- 
cago designer. , 

Toni is retailing the new crem 
cold wave with plastic curlers at 
$2. Refills containing the waving 
solution and neutralizer, without 
curlers, are $1, while the regular 


Toni kit with fiber curlers costs 
$1.25. 

Toni advertising is handled by 
Foote, Cone & Belding, Chicago, 
which took over the account last 
July. 


May Spend $2,000,000 


While the actual ’47 figure has 
not been set, it is said that Toni 
may spend up to $2,000,000 within 
the year promoting its home ver- 
sions of the cold wave permanent. 
The Toni firm is headed by R. N. 
W. Harris, member of a veteran 
St. Paul business family, who 
launched the Noma Company, a 
small concern that dealt in beauty 
shop supplies, in 1938. When the 
home permanent gained favor, he 
organized the present firm in July, 
1944, and has since expanded it 
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consistently. 

Toni, along with two other ¢ 
Paul companies, makes the vag 
majority of home wave sets now 
produced in the U. S. Toni alone 
employs more than 60 salesmen, 
operating throughout the country. 
and has offices in almost a dozen 
other cities. 

In the beauty shop field, mean. 
while, Helene Curtis Industries 
Chicago, considered the largest 
manufacturer in that field, is de. 
ciding what action to take in line 
with acquisition of what it consid. 
ers exclusive patent rights to alj 
so-called cold permanent waves 
now being given in U. S. beauty 
shops. The company has obtained 
exclusive patent rights to the Brit- 
ish Speakman patents in this hem- 
isphere. It plans to make them 


Every month 2,200,000 people say 


be written to a blue-prin 


is built upon great stories by great fiction writers: 
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And we DONT mean Cosmopolitan! 


We say, let other magazines have their production-line 
story machines. Let ’em grind out formula fiction to 
their heart’s content. We are different. You see, unlike 
the fiction factory, we know that great stories cannol 
t. And Cosmopolitan’s succes 
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available to the trade, but by what 
manner is yet to be disclosed. 

To add to its working capital, 
Helene Curtis last week offered 
g0,000 shares of preferred stock for 
sale, with 40,000 shares earmarked 
for employes and the remaining 
90,000 as a public offering. The 
company expects to yet $540,000 
from the entire issue, which is be- 
ing handled by Simons, Linburn & 
Co., New York underwriter. 


Oakland Club Elects 


Jack Jaques, West Coast Print- 
ing Company, has been elected 
president of the Oakland, Cal., 
dvertising Club. Other new offi- 
ers are Frank James, Oakland 
Post Enquirer, first vice-president; 
nne Truax, Station KLX, second 
rice-president, and Merle 


Brothers, secretary-treasurer. 


Cowdery Named V.P. 


Ben H. Cowdery, treasurer of 
the World Publishing Company, 
publisher of the Omaha World- 
Herald, has been elected vice- 
president. Miss Jewell Hargleroad, 
secretary, was named secretary- 
treasurer. 


Carpenter Joins Stewart 


Paul E. Carpenter, who before 
wartime service with the armed 
forces operated his own agency in 
Coraopolis, Pa., has been named 
production manager of James A. 
Stewart Company, Carnegie, Pa., 
agency. 


Appoints Conley Agency 
American Rubber Mfg. Com- 
pany, Oakland, Cal., has appointed 
Conley, Baltzer & Steward, San 
Francisco, to handle its account. 


Bank Ads Copy 
News Feature 


New YorK—The style of a popu- 
lar feature of many daily news- 
papers, the “man on the street” 
interview, is being used by the 
Franklin Savings Bank in a series 
of weekly, 105-line, one-column 
ads in four New York newspapers, 
the Daily News, Post, Times and 
World-Telegram. 

The series, which is scheduled to 
run throughout 1947, features 
“Minute Interviews” with the 
bank’s customers. Except for the 
comments of the customers, there 
is only one line of copy in the 
ads, appearing just above the sig- 
nature cut. It is believed to be 
'the first time that any bank has 


used this particular form of copy, | 


which is aimed at humanizing the 
bank’s services. 

Samuel C. Croot Company is 
the agency. 


Plans Year ‘Round Drive 


R. M. Hollingshead Company of 
Canada, Toronto, will feature 
Whiz Motor Rhythm on a 12- 
month schedule, using two-color 
copy in national magazines. Other 
automotive products will be pro- 
moted in trade publications. Mc- 
Connell, Eastman & Co., Toronto, 
is the agency. 


Smith Promoted to V.P. 


William Blair Smith, San Fran- 
cisco manager for Simpson-Reilly 
Ltd., publishers’ representative, 
has been elected to a vice-presi- 
dency in the firm. 
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(osmopoli dll is your best 


x 
) 


And we QO mean Cosmopolitan! 


Generous, emotional, free-spending people naturally 
gravitate to Cosmopolitan. They pay 35¢ for a big. 


fascinating package of emotion and read it all month. 


Stories so great that movie makers prefer them 2 to | 


over any other magazine’s. Money and mood and 


month-long life can’t be beat for profitable advertising ! 


entertainment buy!” 


HOSPITAL 
MANAGEMENT 
Provides 
The Most 
HOSPITAL 
Coverage 


If your equipment, supplies, 
or services are sold in the 
vast hospital market, Hos- 
pital Management, with the 
largest net paid hospital cir- 
culation available, should be 
your primary advertising me- 
dium. 


With 543 more hospital sub- 
scribers in the United States 
than the second paper, and 
698 more than the third pub- 
lication, you can reach a vast 
additional market, for hos- 
pitals are such big institutions 
on the average, that five hun- 
dred of them alone offer tre- 
mendous sales potentials. 


While hospital circulation in 
the United States is not given 
in publishers’ statements, these 
figures are arrived at by ap- 
plying the percentage of hos- 
pitals represented in_ total 
circulations to United States 
circulations of the publica- 
tions. Hospital Management 
enthusiastically accepts the re- 
sponsibility for these figures. 


Hospital Management has 
won its commanding position 
in the field through its edi- 
torial excellence. It discusses 
the big questions of the day, 
as they affect hospitals, thor- 
oughly and fearlessly. Its 
unique news-gathering facili- 
ties make it the newsiest hos- 
pital publication. Its methods 
articles are authoritative, and 
are tightly shaped to the man- 
agerial interests of adminis- 
trators and department heads. 
It is edited in a manner that 
makes it interesting and at- 
tractive as well as informa- 
tive. It is through this out- 
standing program of service 
to its field that Hospital Man- 
agement has won the greatest 
net paid hospital circulation. 


{ For Detailed ) 
Reference Data 


THE MARKET 
DATA BOOK 
Business 


Publications 
q Edition 


100 ©. Ohio St, Chicage 
@ 330 W. 42nd St. New York 
68 Post St.. San Francisce 


William- Oliver Bidg_ Atlanta 
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am arriso all the company’s products, in- 
Barclay N es H a cluding Ta-pat-co sports and life 
Barclay Home Products, New| saving equipment, horse collar 
York, manufacturer of household | pads and tractor seat cushions. 
textiles, has appointed Lester Har- EIS 
rison, Inc., New York, to handle ° . 
forthcoming advertising in con- Names Wilson, Haight 


sumer and business publications. Wilson, Haight & Welch, Hart-| 


———— ford and New York, has been | 

named to handle the advertising of | 

Herrold Named Sales Mgr. the Goodyear Rubber Sundries, 

Ned C. Herrold has been ap-jInc., New Haven, Conn. Regional 

pointed sales manager of Ameri-| newspapers, women’s and home 

can Pad & Textile Company,| magazines and business papers 
Greenfield, O., to direct sales of | will be used. 


“WOW HOW" — 


GETS RESULTS 


In sales, as in sports, it’s results that count. WMBD 
— first in the heart of Central [linois — has the 
“know how” derived from twenty years’ leadership. 
With this established welcome into the radio homes | 
of PEORIAREA, you can depend on WMBD to get | 
Check the figures! | 


the results you want. 


IN PEORIAREA IT 


WMB 


PEORIA, ILLINOIS GHARLES Maer: 


; President 


a FR FE & PETERS... National Representatives 


A. L. Shingler, General Manager 
of 

UPTOWN CHEVROLET COMPANY 

245 W. Colorado Street 

Pasadena 1, California 


In December 1944 the Uptown 
Chevrolet Company was 98th on 
the list of the more than 7200 Chev- 
rolet Dealers in the United States. 
At that time we were spending only 
a small amount of our advertising 
money on Independent Display Ad- 
vertising every week. 

We decided to get into a higher 
position on that list and after care- 
fully checking the various media in 
this area we selected the Independ- 
ent as the one to use. 


And then we gradually increased 
the amount of space so that by Sep- 
tember 1946 we were using 4 times 
the space—and what were the re- 
sults ?— We moved so far up the list 
that according to latest reports the 
only dealer in Los Angeles County 
who is doing a greater volume of 
service business is the one who is 
first in the nation, and he runs his 
shop 24 hours a day,7 days a week 
while we work our men only 5% 
days a week. 


PASADENA ¢ INDEPENDENT 


Represented by REYNOLDS-FITZGERALD, Inc., 


Field Expanding, 
Delegates Say 
at Litho Meet 


CINCcCINNATI—Much of the ex- 
panded opportunity in the lithog- 
|raphy field is due to the willing- 
ness of top craftsmen and shop 
owners to try out and adopt new 
ideas which, with scientific and 
experimental research, have 
helped immeasurably in “moving 
offset lithography ahead.” 

That view of the industry was 
expressed by G. Wade Griswold, 
executive director of the Litho- 
graphic Technical Foundation, at 
the second annual convention of 
the National Association of Litho 
Clubs here Jan. 25. He said it is 
the responsibility of the founda- 
tion to litho clubs, as well as to 
plant owners, to keep processes 
and skills improving by coopera- 
tive research to increase the num- 
ber of the industry’s customers. 

In the 27 years since the founda- 


tion was started, he declared, the 
lithographing industry has grown 
from 300 plants doing about $75,- 
000,000 business to some 2,500 
plants doing about $300,000,000 
business. The number of skilled 
employes has gone up from 8,000 
to more than 20,000. 

Expanding research needs dwarf 
the foundation’s current $70,000 
budget, Mr. Griswold said. “For 
the next few years, with all the 
new scientific developments pos- 
sible and to make up for the lack 
of sufficient action in the depres- 
sion and war years, the research 
program could well use at least 
twice the amount of its budget,” 
he declared. 

Delegates from 13 clubs scat- 
tered from Connecticut to Cali- 
fornia elected these officers for 
1947: William J. Stevens, Phila- 
delphia, president; Albert Tucker, 
Washington, first vice-president; 
James Spevacek, Chicago, second 
vice-president; Kenneth O. Bit- 
ters, Baltimore, secretary, and 
Frank Poll, Hartford, Conn., treas- 
urer. 
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Stefiner Appointed 
to CBS Sales Post 


Wayne Steffner, with Columbi, 
Broadcasting System since 1949 
has been named West Coast sale; 
manager for the Columbia Pacif, 
Network and Station KNX, Lp, 
Angeles. He has been serving a; 
manager of*the San Francisco net. 
work office and as network sale; 
manager. 

Mr. Steffner succeeds J. Arch 
Morton, who resigned to become 
manager of Station KJR, Seattle 


White Names Remington 

William B. Remington, Ine. 
Springfield, Mass., has been ap- 
pointed to handle’ advertising fo, 
White Aircraft Corporation, many. 
facturer of carpet sweepers an 
magnesium ladders. 


Advances Shanklin 


Richard W. Shanklin, formerly 
branch manager for White Motor 
Company in Long Island City, 
N. Y., has been named sales man- 
ager, wholesale division, with 


in Cleveland. 


headquarters at the home Office 


Designed for 


DESIGNED FOR YOUR PLEASURE 


SEAGRAM-DISTILLERS CORP., N. Y. C. 


PALMER ASSOCIATES, NEW YORK CITY 


PALMER ASSOCIATES 
create designs for 


CONTINENTAL 


by 


Lithographed by 
CONTINENTAS 


The above three-dimension dis- 

play is one sample of many 

designs created for America’s 
largest advertisers. 


ag THE SEAL OF LITHOGRAPHIC MERIT 
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FROM SCOTLAND FOR 69 YEARS 


Blemies Kook Whisky 


TLoe & COMPAS, SEW YK CTPY Se SOEN TS? Re OS 8 


PROMOTES SCOTCH—In_ two-color 

pages and half pages, W. A. Taylor & 

Co., New York, is promoting Old 

Smuggler blended Scotch whisky in an 

extensive list of national magazines 
(AA, Dec. 30). 


hanin Launches 
New ‘Shop-Along’ 
Magazine Column 


New York—Following the pat- 
ern set by “Buy-Lines,” Nancy 
kasser’s syndicated shopping col- 
mn for newspapers, Leo Chanin, 
or 15 years head of the now- 
Hissolved Chanin Advertising Syn- 
Hicate, will break in March issues 
pf Fawcett Women’s Group a 


jagazine column, “Shop-Along 
vith Ellen Chanin,” named for 
is daughter. 


Already lined up are Macfad- 
ten Women’s Group, American 
ome, Cosmopolitan, Liberty, 
ook, Parents’ Magazine, Today’s 
Voman and True Story, to give 
he column a combined ABC cir- 
ulation in excess of 18,000,000. 
fore magazines will be added 
ater. 

Among the eight manufacturers 
ff food and household items al- 
eady under contract are General 
fills) Best Foods and Hygienic 
Products Company, which must 
chedule three insertions within 
phe year in one or more of the 
nagazines or groups on the list. 
If an advertiser schedules three 
rf more magazines, he obtains an 
Pxclusive product franchise cover- 
ng even publications he does not 


| 7 BRse. 
SITY Rates are based on publications’ 
pace rates plus a service fee. 


he column will run from a 
single column to two-third pages 
In magazines, with each adver- 
liser purchasing 42-line units. 
Hach column will carry up to six 
aid advertisements. 


Dooley Joins Buchanan 


n dis- 
many , Edwin B. Dooley has resigned 
feats trom the Institute of Public Rela- 


ions, New York, to become direc- 
or of public relations of Buchanan 
« Co. New York. Mr. Dooley, a 
former director of public relations 
for General Foods Corporation, is 
@ member of a permanent com- 
mittee selected by Secretary of the 
‘avy James Forrestal to study the 
Navy’s food administrations. 


Faber to Walker Agency 


{ F. H. Faber, for the past 10 
Jars vice-president in charge of 


For Licensee Advertising 


New York, will make more than 


awards to licensees,- where state 


which must be postmarked no} Walnut 


vice-president, reports. 

Judging will be on two main 
classifications—one for the best 
newspaper ads on alcoholic bev- 


direct mail advertising pieces.| the 


nso the School of Retailing, New York 
Calvert Spo cs Awards University, and Edward N. Mayer 


Jr., president of the Direct Mail 
Calvert Distillers Corporation, | 4¢vertising Association. 


200 individual, state and national} Appoints Rankin 

; ‘ } Bernarr Macfadden Foundations, 
regulations permit, for retail ad-/|Inc., New York, has appointed the 
vertising carried on between Feb.| Wm. H. Rankin Advertising Com- 
1 and April 30. Winning entries,| pany to handle advertising for 


later than May 1, will be judged | resort. The agency will also sched- 
on the basis of advertising skill ule a test newspaper campaign for 
and originality, not expenditures,| Mr. Macfadden’s book, “The Sci- 
J. A. Collin, a Calvert assistant | ence of Divine Healing.” 


Heads Convention Bureau 


Joseph Patterson Binns, 
erages and the other for the best a and general manager of 

almer 
Judges will be John Giesen, di-| elected president of the Chicago 
rector of retail advertising, Amer-| Convention Bureau, succeeding 
ican Newspaper Publishers Asso-|Sherman J. Sexton, president of 
ciation; Charles Edwards, dean of | John Sexton & Co. 
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‘The record each month 


of the finest perfume 


Mountain Camp, winter 


and cosmetic advertising 


vice- 


BEAUTY FASHION 


been aha, 
Also publishers of DRUG AND COSMETIC INDUSTRY. 


House, has 
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THE 
PREMIUM 
COMES 
SECOND 


Advertisers and agencies who use our free premium 
planning service know that our first concentration is on 
the objective, the advertising campaign and the mer- 
chandising plan. 


Then—our meticulous method of ‘Rating the Premium” 
insures the selection, or creation, of the premium which 
is most nearly the ideal for that particular situation. 


All of this is free to those seriously interested in a mass 
premium promotion. It is a comprehensive service, ren- 
dered by seasoned merchandisers. 


We do not sell premiums. 


We gamble on selling the service of mailing the pre- 
miums. It’s a good gamble, too, because the whole pro- 
gram is focused on creating a mass of premium mail. 


The advertiser who puts the greatest effort into his prep- 
aration is least likely to take chances with anything less 
than the most experienced, most reliable and most re- 
sponsible mailing service that he can buy. 


But start early. It takes time to evolve a sound premium 
plan. Call Donnelley just as soon as you get the idea that 
somewhere, somehow, sometime you might use a premium. 


‘ales of Despatch Oven Company, 
Minneapolis, has joined Harold C. 
"Naixer Advertising, Minneapolis, 
8 account executive. 


WSAR Increases Power 
Station WSAR, Fall 


Cycles. 


i 


River, 
~ass., has been authorized by the 
FCC to increase from one to five 
“ilowatts power on 1480 kilo- | 


E REUBEN WH. DONNELLEY 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


CORPORATION 


727 VENICE BOULEVARD 
LOS ANGELES 15, CALIF. 


305 EAST 45th STREET 
NEW YORK 17, WN. Y 
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62 
Welsharp Line to Bow 


Welsh Mfg. Company, Provi- 
dence, R. I., will use business pa- 
per ads during the first half of 
1947 to introduce its new Welsharp 
line, offering a $1 pen of modern 
design and improved construction. 


Trumbull Boosts Lepak 


George J. Lepak, secretary of 
the postwar planning committee, 
production manager and assistant 
to the vice-president in charge of 
manufacturing, has been appointed 
advertising manager of Trumbull 


T. Robley Louttit, Inc., is the 
agency. 


Electric Mfg. Company, Plainville, 
Conn. 


MEET THE MAN 
IN THE 
FRONT OFFICE 


HE PUTS HIS PANTS ON 
JUST LIKE ANYONE ELSE— 
ONE LEG AT A TIME 


EET 
ye’s GOT FRIENDS TO GR 
E 


OUTE TO 
N Red CARPET 


Sure. He’s on the ball, accessible, alert to timely 
business news and the advertising that goes with it. And in 
the Central West, he and some 100,000 other management men 
read, use and prefer the Chicago Journal of Commerce 

every business day. Step up and meet the Central 


West’s key executives. Tell your advertising 
story where they'll read it. 
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The Advertising Market Place — 


The rates for this department are as follows: “Help Wanted,” “Positions 


Wanted,” “Representatives Wanted,” and 


“Representatives Available,” 


50 cents a line, minimum charge $2. Figure bold face heads 25 letters 


and spaces per line; 


light bodyface 34 per line. Box numbers add two 


lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 


ing publication date. Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 
WANTED: Young Ad Solicitor by 
active, internationally-known mo- 
tion picture trade paper. Salary. 
Write giving experience, back- 
ground and salary expected. Must 

be a plugger. 

Box 8689, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


National trade association in Chi- 
cago area has position for young 
man (25-35) capable of good rough 
layouts, copy, and production know 
how. Write immediately giving ed- 
ucation, experience, age, and Ssal- 
ary expected. Please enclose sam- 
ples (will be returned promptly). 
Box 8727, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
COPY WRITER WANTED 
Exceptional opportunity in estab. 
Ohio Agency for fluent, productive 
idea man able to write ads, dir. 
mail, hse. organs. Our staff knows 
of this ad sy» write fully furnishing 
details on background, education, 
expr,, & starting salary. 
Box 8728, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 


EXPERIENCED ADV. SALESMAN 
capable of preparing and writing 
sound retail advertising and assist 
the retailer in organizing his sales 
plans. A good opportunity exists in 
an Ohio city of 50,000 with salary 
commensurate with ability. 

Box 8690, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


EDITOR FOR PLANT PAPER 
Old established Chicago Manufac- 
turer employing 800 has opportunity 
for young man to edit plant paper 
and engage in personnel work. 
Should have technical training and, 
if possible, some shop experience. 
Position requires man with pleasing 
personality, character and ability to 
work with people. 

Box 8712, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


AGENCY VISUALIZER 


WANTED 
LAYOUT ARTIST 

We need a man who has had consid- 
erable experience with newspaper, 
department store or agency, in 
laying out newspaper display ads 
with plenty of punch. The right 
man will find this a pleasant job 
with a good future. If you would 
like a permanent position with one 
of Ohio’s established advertising 
agencies, write us giving complete 
details including your experience, 
age, salary desired. Be sure to send 
samples of your work, which will 
be returned. Our staff knows of 
this ad. 

Box 8729, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


POSITION WANTED 


TOP-NOTCH RADIO CONDUCTOR 
AND MUSIC ARRANGER 
wishes to change connections. In- 
terested in opportunity to bring tal- 
ents into FULL play, for MUTUAL 

ADVANTAGE. 
Box 8730, ADVERTISING AGE, 


WANTED 


4A agency on East Coast, (not 
New York) wants top-notch 
visualizer and layout man to |) 
serve as art director on large 
national and business paper ac- 
counts. Must be able to pro- 
duce original, practical layouts 
in rough and semi-comprehen- 
sive form. Recent agency expe- 
rience is essential. To the right 
man we can offer congenial sur- 
roundings in this long-estab- 
lished, progressive agency with 
profit-sharing and_ retirement 
benefits ; with the opportunity to 
become head art director if || 
qualified. Salary will be based || 
on past earnings and present || 
ability. Write in detail, giving 
full personal data, business ex- 
perience including accounts 
worked on, record of earnings, 
and business references. Replies 
will be held confidential. Do 
not send samples. Interviews in 
New York will be arranged. 


Box 6649, Advertising Age 
330 W. 42nd St. 
New York 18, N. Y. 


CLEVELAND TERRITORY 


One of the nicest space selling 
jobs in the business available. 


Full time. Salary and bonus. 


ABC-ABP. Write or wire 
Box 6650, Advertising Age, 
100 E. Ohio St., Chicago 11, Ill. 


| Want 


| Box 8731, ADVERTISING AGE, 


ATTENTION CHICAGO AGENCIES 


330 W. 42nd St., New York 18, N. Y. 
agency copywriting position 
with a future, in return for capable, 
conscientious work. Good industrial 
and consumer expr. Best refs. 
Start at $300 per month. 


100 E. Ohio St., Chicago 11, Ill 


Seeking widely experienced, truly 
versatile copy man who thinks at 
program level? Consumer or indus- 


trial. Past performance supports 
claims. Large, small agency back- 
ground. 37, now agency employed. 


Box 8732, ADVERTISING AGE, 


100 E. Ohio St., Chicago 11, Ill. 
HELP FOR A CHICAGO AGENCY 
Exp., versatile industrial writer 


seeks post with agency desiring to 
improve or expand public relations, 
product publicity. Write— 
Box 8733, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. | 
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Advertising 
Executive 
with Top-Flight Potential! 


There is a top-flight future as an ad. 
vertising executive for the man who 
qualifies for this position. He will star 
as assistant to the executive respon. 
sible for a large, fully rounded, ng. 
tionally prominent advertising pro. 
gram. To this man in his early 30’; 
who possesses most of the qualificg. 
tions described here, we offer excep. 
tional opportunity, broadened experi. 
ence and an attractive salary in the 
advertising department of one of 
America’s leading companies located 
in Ohio. Agency or advertising de. 
partment experience is a “must 
Imagination, understanding of good 
layout and ability to express himself 
on his feet and on paper are impor. 
tant assets. He will handle and work 
on all forms of media: radio, national 
magazines, newspapers, farm papers 
and trade papers, and on the mer. 
chandising and promotion needed fo, 
their support. He must make a good 
appearance, be able to get along 
with many kinds of people and be 
blessed with an eager, alert person. 
ality. Reliable, aggressive, he is not 
adverse to detail but can think in 
broader terms. His application, which 
will be held in strictest confidence, is 
the next step to a personal interview 
either in the home office or, possibly, 
in some convenient city. 


Box 6647, Advertising Age 
100 E. Ohio St., Chicago 11, Illinois 


STEP UP YOUR SALES 


Through the use of a proven 
Slide-Sound film, together with 
the manuals and meeting guides 
that are furnished with it, you 
can have a complete — LOW 
COST — Salesmen — Dealer 
training program that will step | 
up your sales. Write to: 


STEP UP SALES PLAN| 


2037 Book Building, Detroit 26, Mich. 


INFORMATIVE SALES TRAINING— 
potent manuals, films, smash bulle-| 
tins built into a tailormade plan— |} 
insures your campaign’s success. | 
Proved Samples, created for Amer- 
ica’s largest retailer, available for 
your inspection. 

Box 8735, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


CUT PRINTING COSTS 1,000 offset 
8%4x1l printed $3.95; 5,000 $15.75. 
Larger quantities less; 48 hour serv- 
ice; samples, price list free. 
FIDELITY COMPANY, 
Parkersburg 2, W. Va. 
BUSINESS DEVELOPMENT 
Sound tactics plus Written-Sales- 
manship creates buyers and cap- 
tures the greater results! Nation- 
ally-known, top-flight Writer-Sales- 
man & Mail Order Specialist will put 
maximum efficiency into your sales 
literature. Details free. Over 2550 
clients served. Dynamic 4x8% book- | 
let “Business Development” & other | 
valuable brochures sent postpaid 
$1. Satisfaction guaranteed. 
CHANNING CRADDOCK 
ti Kuster An., Salt Lake City 2, Utah 


Fer Sale—Interest in long estab- 
lished merchandising publication of 
national scope to promotional and 
editorial-minded person. $15,000 to 
$35,000 cash required. Reply in de- 
tail, giving qualifications, references. 
Box 8734, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 
ART BUYERS — for illustrative, 
commercial, industrial, and publicity 
photographs call Wabash 7259. 
Don Bryan Studios. 


Start Springfield Paper 


For the first time in 122 days, 
Springfield, Mass., readers were 
|able to buy a local newspaper Jan. 
25 when the Springfield chapter of 
the American Newspaper Guild 


ARTISTS 


We need Top-Flight Creative 
layout, lettering and figure art- 
ists to produce Display Adver- 
tising for national accounts. 
Phone or write for interview. 


THOMAS A. SCHUTZ CO. 
Point-of-Purchase Advertising 
201 N. Wells St., Chicago, Illinois 
Randolph 1171 


began publishing the two-page 
tabloid Today. The city’s Daily 
|News, Union and Republican have 
been shut down since a typograph- 
| ers’ strike began last September. 
|The new paper, measuring 11x17 
| inches, carries some advertising. 


. 


| Gazette’ Ups Zavoral 


George Zavoral, who has been 
with the Cedar Rapids Gazette 
'since 1931, except for a period of 
war service, has been appointed 
jnational advertising manager of| 
|the paper. Most recently he has 
served in the display advertising | 
department. 


COMPLETE 
PRINTING BUSINESS 


Fort Lauderdale, Florida 


(One of fastest growing state's fastest 
growing cities. Miami — Palm Beach 
area. Nation’s most amiable climate.) 
Modern CBS building, 6,000 feet floor 
space, fully equipped. 

Valuable 
with sale. 
Business as now operated nets $25,000 
annually. 


Contact D. A. Swindle, Box 1514 
Fort Lauderdale, Florida 


publications contracts go 


AN ARTISTS’ CITY 


—New Orleans— 


has an unusual opportunity for a man 
who can do smart layouts, figures, 
general finished work. Start at $6,000 
with city's oldest agency, enjoy pleas- 
ant living and working conditions. 
With first letter send samples; they 
will be returned promptly. BAUERLEIN 
ADVERTISING, Hibernia Building, New 
Orleans 12, Louisiana. 


—— 


SPACE 
REPRESENTATIVE 


Unusual opportunity for qualified 
salesman to represent national well- 
established business paper in New 
York. We are looking for an exper! 
enced salesman—30 to 40 years of 
age—who has proved record of sales 
ability. Prefer New York resident. 
We are realigning and expanding ov’ 
sales force. If you understand in- 
dustry operation, and if you are in- 
terested in getting into an expanding 
field, write 


Box 6648, ADVERTISING AGE — 
100 E. Ohio St., Chicago 11, Illinois 
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‘IM’ Ranks Top 250 
Advertisers Using 
Business Papers 


Cuicaco—General Electric Com- 
pany, Schenectady, is far and away 
the largest advertiser in business 
mapers. Westinghouse Electric 

orporation, Pittsburgh, is second, 

nd General Motors Corporation, 
etroit, is third. 

These facts are revealed in the 
February issue of Industrial Mar- 
xeting, in the first comprehensive 
measurement of space in business 
papers ever published. The IM 
hrticle lists the 250 business and 
ndustrial advertisers that have 
nlaced the greatest number of 
nages of advertising in trade pub- 
ications in the past four and a 
ialf years. 

The tabulation was prepared by 
he McGraw-Hill space checking 
ervice, headed by A. R. Venezian, 
nanager of the statistical and sales 
ervice department of McGraw- 
ill Publishing Company, New 
York. 


G-E Placed 18,000 Pages 


The study shows that General 
lectric placed 17,927 pages of 
pace between January, 1942, and 
July, 1946. ‘The figures were ob- 
ained by continuous check of 182 
usiness and technical publica- 
10ns. 

In the same period, Westing- 
nouse placed 10,547 pages; General 
fotors placed 8,515; American 
hain & Cable Company was 
ourth with 5,546 pages; United 
states Steel Corporation was fifth, 
with 5,509; Union Carbide & Car- 
bon Corporation sixth, with 5,334; 
Allis - Chalmers Mfg. Company 
eventh, with 5,121; E. I. Du Pont 
fe Nemours & Co. eighth, with 
878; Aluminum Company of 
America ninth, with 3,840, and 
exas Company tenth, with 3,711 
pages. 


Shows Subsidiaries’ Share 


The tabulation shows that the 
250 leaders in business papers and 
heir 475 subsidiaries represent 
ess than 6% of all advertisers us- 
ng the 182 publications but placed 
p3.5% of all advertising carried in 
hose publications. 

Industrial Marketing lists the 
10 companies by rank, showing 
he number of pages for each par- 
ent company and for each division 
ind subsidiary. G-E’s Schenec- 
ady operation, this discloses, alone 
ccounted for 9,453 pages in the 
four-and-a-half-year period, or 
more than half of the total for G-E 
nd its 16 operations. Similarly, 
Vestinghouse at Pittsburgh ac- 
ounts for 7,376 pages, with other 
Vestinghouse divisions placing 
169 pages. 

With General Motors, on the 
other hand, the largest segment of 
the trade advertising was that of 
‘te New Departure division, ac- 
‘counting for only 836 of the GM 
‘otal of 8,515 pages. Thirty-four 
ivisions share in the GM total. 


Second 10 Ranked 


Other leading business paper 
advertisers in order of their rank 
‘nclude: Anaconda Copper Mining 
Company, 3,644; Dow Chemical 
Company, 3,533; U. S. Rubber 
Company, 3,388; International 
‘ickel Company, 3,229; Babcock 
« Wilcox Company, 3,125; Timken 
‘oller Bearing Company, 3,107; 
“epublic Steel Corporation, 3,046; 
8. F. Goodrich Company, 2,831; 
“org-Warner Corporation, 2,791; 
Tes Cyanamid Company, 
4/41, 

The article does not indicate the 
““mpanies’ dollar expenditures in 
“€ medium. There is no weight- 
‘Ng to compensate for differences 


‘1 page rates as between general | 


business and news magazines, 
which carry much industrial and 
business advertising, and smaller 
vertical business papers. Seven 
general business and financial 
magazines are included among the 
182 publications checked. A list 
of all 182 publications is printed 
with the IM article. 


Shirey Transferred 


Robert Shirey, service repre- 
sentative in J. Walter Thompson 
Company’s San Francisco office, 
has been transferred to the Los 
Angeles office of the agency. 


Palm Named Ad Manager 


Glory Palm has been appointed 
advertising manager of Zellerbach 
Paper Company, San. Francisco, 
to replace Robert Gorman, re- 
signed. 


Plenty Now, Ads Say 


‘Dude Ranch Means Mighty 
Fine Eatin’” is the theme of an 
extensive consumer advertising 
campaign by Southwest Foods 
Company, Los Angeles, manufac- 
turer of Dude Ranch preserves, 
jams and syrup, announcing the 
return in quantity of Dude Ranch 
products to grocers’ shelves. Gar- 
field & Guild, San Francisco and 
Los Angeles, is the agency. 


ABC Adds Terkel Show 


American Broadcasting Com- 
pany Jan. 30 launched a new half- 
hour show, “Barbecued Riffs,” 
starring Studs Terkel as proprie- 
tor of a mythical night club. Two 
orchestras, led by George Barnes 
and Ralph Martire, will be used. 
The show will be heard on Thurs- 
cae from Chicago, at 6:30-7 p.m., 


“ONE THOUSAND Every Day” 


Every single day of the week, one thousand guys 
walk into clubhouses all over the United States 
and join the Fraternal Order of Eagles. These fig- 
ures are authentic and are not just some numbers 
we had left over from last year's bowling season. 
At the present time there are 1,250,000 Eagles, 
75% of them industrial workers of the upper 
strata, the majority skilled workers. The industrial 
worker is nine times out of ten a better cash cus- 
tomer than his white collar brother, and eager to 
buy your products if you just tell him about them. 


MORE THAN 
ONE MILLION 
SUBSCRIBERS 
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KANSAS FARMER 


There is no place for antiques in advertising. Today’s 
streamlined market and media selection makes wide- 
spread, hit-or-miss circulation passe. 


Advertisers can concentrate on top bracket Kansas 
market without buying marginal circulation in low income 
areas. In KANSAS FARMER, your sales story reaches 
123,000 high income farms... directly, economically. 


For eighty years KANSAS FARMER, the only state 
farm paper, has been directing agricultural advancement 
and influencing farm purchases through its one editorial 
goal... Kansas farm progress. 


KANSAS FARMER 
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Anti-Trust Case 


Fines Accepted 
by Can Makers 


San Francisco—American Can 
Company and Continental Can 
Company were fined $45,000 in 
federal court here Monday after 
pleading nolle contendere _ to 
charges of conspiracy to violate 


anti-trust laws. 

The companies were described 
by government attorneys as manu- 
facturers of 85% of all cans sold 
in the U. S. 

They were charged with viola- 
tions of the anti-trust laws by 
agreeing on identical prices and 
discounts; agreeing not to charge 
less than OPA ceilings; coercing 
other manufacturers to maintain 
ceilings; assuring identical de- 
livered prices to canners through 
freight equalization rates, and 
agreeing not to interfere in each 
other’s sales areas. 


Gillette Appointed 


Leslie S. Gillette, previously an 
executive with several advertis- 
ing agencies, has been appointed 
sales promotion manager of 
Frankfort Distillers Corporation, 
New York. 


Resigns Representation 
May & Woodhouse, publishers’ 
representative, Chicago, has re- 
signed midwest representation of 
the American Review of Soviet 
Medicine, effective Feb. 15. 


Advances Graesser 


Carl F. Graesser, formerly as- 
sistant sales manager, has been 
advanced to sales manager for 
thermosetting molding materials 
produced by Monsanto Chemical | 
Company’s plastics division, 
Springfield, Mass. C. L. Richards | 
Jr., former branch manager of the | 
division’s St. Louis office, has been 
named assistant sales manager. 


Powell Adds 7 Accounts 
De- 


Powell Advertising, Inc., 
troit, has added seven accounts in 
recent months, including Lee & 
Cady, wholesale grocer; Louis Rose 
Company, DeSoto distributor; De- 
troit Retail Druggists Association; 
Peters Sausage Company (radio 
only); McKay Davis Company, 
manufacturing chemist; Jerry 
Lynch, Jeep distributor, and Al- 
fred Steiner, Ford dealer. 


Names Metcalf Agency 


Machine Service Company, 
Providence, R. I., manufacturer of 
friction roll feeds, has named 


George T. Metcalf Company, 
Providence, to direct its adver- 
tising. 


Not when proofreaders are trained with an eye 


to good spacing and balance...not when each 


is an expert in good composition... good 


punctuation ad spelling. 


Monsen-Chicago 


STREET 


» 9° 


EAST ILLINOIS 


NEW SERVICE—Cab-size transit ads are = hone installed in half of Yellow Cab 
Co.'s. 2,000-car Washington fleet on an experimental basis. 
Racks are lighted. 
may extend the service to other cities. 


of the cab hold nine 8x8-inch cards. 


Capital Gets 
Chance to Test 
Cab Ad ‘Pull’ 


WaAsHINGTON—Cab Ads, Inc., a 
new advertising service here, is 
selling display space in taxicabs 
just as transit ads are sold for 
street cars and buses. 

As a start, Cab Ads is installing 
special display racks above the 
doors of 1,000 cabs, half the fleet 
operated here by the Yellow Cab 
Company. 

Eaeh side of the cab has space 
for nine 8x8 inch cards. Rates are 
offered for a “full showing” in 
1,000 cabs; “half service” in 500 
cabs, or “one quarter service” in 
250 cabs. 

“Full service” is $250 per month 
on a 12-month contract; $262.50 
per month on a six-month con- 
tract, or $275 per month on a 
three-month contract. A 10% 


| charge is added when cards are 


| call letters to KXLY. 
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Racks on each side 


If it takes, Yellow Cab 


— 


The 
August 
ments 


changed more frequently than 
monthly. 

The director of the service, ex. 
G.I. Fred S. Breslau, reports nine 
clients already signed, including 
a brewery, a radio station, a valet 
shop, restaurants, and the publica- 
tion Corps Diplomatique, a jour- 
nal for diplomats. 

In approaching national ac- 
counts, Mr. Breslau points out that 
1,500,000 persons ride Yellow Cabs 
here monthly. Since many of the 
cabs are equipped with experi- 
mental radio telephones, Yellow 
Cab has built a substantial “call” 
business among Congressmen, 
business men and others who ride 
Washington cabs. 

Regular 15% 
sions are allowed. 


n all 

ers in 
popula’ 
Alth« 
bge int 
ng the 
B48,380 
ittle d 
airchi 
ind sm 
n this 
variati 
brands 


Ther 
ised d 
which 
he latt 
818 bri 
econd 
signifi 
ines, p 
dvert: 


agency commis- 


Changes Call Letters 
Station KFPY, CBS affiliate in 
Spokane, Wash., has changed its 
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A market is as big 
as its purchasing power 


Worcester’s Industrial Wage Highest 
of any Major City in Massachusetts 


Worcester families have more money to spend than those in any 
major city in Massachusetts, and repeated surveys show they‘re 
spending plenty of it. The Massachusetts Department of Labor re- 
veals, in its latest report for November 1946, that the average 
industrial wage in this Central New England metropolis was 
$48.68, which accounts for food purchases 53% above the U. S. 
average. Here again is proof positive that Worcester’s industrial 
diversity is the very root of its traditional prosperity—one of the 
most stable markets in the nation. You can easily reach this tre- 
mendous buying power through the Worcester Telegram-Gazette, 
which covers the entire area with a daily circulation in excess of 
140,000 and over 95,000 Sunday. 


e€conc 


th TELEGRAM -GAZETTE 


ae WORCESTER, MASSACH al 


GEORGE F BooTH Publisher- 
MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTA 


OWNERS of RADIO STATION WTAG 
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ootwear Linage , To Bo Bernstein Agency Ridgway Names Cook 
| Harold & Harold, New York,| C. W. Cook, formerly advertis- |: 


° : F 
producer of trademarked billfolds,| ing manager of Arel, Inc., St. 
ncreases 62 70 ‘has appointed Bo Bernstein & Co.,| Louis, has been named account 


® Providence, to handle its advertis- executive of Ridgway Company, 
n Five Months | ing. Magazines will be used. Har- | St. Louis agency. 
|old Ashodian has been named | 


aTNSTATS 


‘Stats for positioning 
‘Stats for reproduction 
‘Stats for any purpose 


New YORK — . 
dvertising promoting women’s| ee ‘Names Weiner Agency 
banded footwear increased from . | Weiner Advertising Agency, San 
620,650 lines in the last five KHUM Joins ABC Francisco, has been named to di- 
honths of 1945 to 9,105,103 lines} KHUM, Eureka, Cal., owned and rect the advertising of Belfast 
or the corresponding period of managed by Carroll R. Hauser, has | Beverages, Inc., San Francisco. 
946, or 62%. affiliated with the American en 
This information, based on data _ oe pee ape ad ee Names Kopmeyer Co. 

bod e network’s total of affiliates to) [pj 1 Radi 1] - 
eth ese by the Advertising | 933° The new affiliate will oper- gg poe A gg Oe ig 
hecking Bureau, is supplied by | ate full time with 250 watts on "tsi ith’ 7 a 
jirchild Publications in the third | ] on | advertising with M. R. Kopmeyer 
aire 4 ; 240 ke. Company, Louisville and Chicago. 
Yellow Cab HRemi- annual advertising review 


n each side [nd forecast issue of Footwear) Resigns Woolen Account Coronet Office Moved 


Yell on : 
_ “ E and sp ad section of Pacific National Advertising, Se-| Coronet Advertising Service has 
Women’s Wear Daily, appearing | attle, has resigned the account of | moved its offices to 6272 Sunset | 
an. 25 and Jan. 24, respectively. | the Seattle Woolen Company. 'Blvd., Hollywood. | 
The continuing study, begun in | 


August, 1945, measured advertise- | 
nents of seven inches and more | 
n all daily and Sunday newspa- 
ers in cities of more than 100,000 


Whatever your photostat needs, 
you are being smart when you 
go to the experts* for prompt 
service, best quality ‘stats. 


’ “RAPID COPY SERVICE — 
Either of our two 
Photostat Plants will Se, 


serve you quickly = — 
and courteously. = 


RAPID COPY SERVICE 


360 N. Michigan Ave., 110 S. Dearborn St., Chicago, Illinois 


——————— 
cards are 
sntly than 


ervice, ex. 
eports nine 
, including 
ion, a valet 


hopulation. 

Although total advertising lin- 
he publica- 
4e, a jour 
tional ac- 


i bce increased from 9,661,716 dur- 
jour-Mng the first half of 1946 to 10,- 

b48.380 in the second half, there is 
i ittle definite pattern in this gain, 
its out thatfairchild reports, adding that large 
ellow Cabsf~nd small advertised brands shared ; 
any of then this 4% increase, with large | 
th experi-Mariations among _ individual 
es, YellowMrands. 
ntial “call” 
ngressmen, 
Ss who ride 


‘Significant Mortality’ 


There were 543 brands adver- 
ised during the first half of 1946 
which were not advertised during 


he latter half of the year, but only 
ters 


118 brands were added during the 
econd half of 1946, indicating a 
affiliate in significant mortality” of branded 


hanged itsge€S: particularly among the least- 
dvertised groups, the survey dis- 


losed. Major newcomers during 
he second half of the year in- | a oe SN) — — A fy k N 4 V 
luded Carla, with 31,155 lines; | | A 


‘athy Casuals, 20,557, and Col-| 
legeset, 12,574 lines. 
Six brands of footwear have ap- | J. ROBERT YORK, Managing Director 
a peared in the list of ten most 
. highly advertised brands during | g 
. he three semi-annual periods al- 
— eady reviewed, Fairchild reports. | 


y commis- 


A DIVISION OF MEYER BOTH COMPANY 


he first three brands have main- | , y ° ° . 
saad Gesle respective positions | WE BELIEVE that a growing number of national advertisers 
uring the second half of 1946, | - a fs . 

ompared with their standing dur- | are convinced that an advertising agency which actually knows the 
ng the first half of that year, ) 


lamely: first, Sandler of Boston | 
with 543,219 lines; second, Gold | 
‘ross, 417,509; third, I. Mé£iller, | 
}09,063 lines. Oomphies and Nat- | 
ralizer, both of which ranked | 
pmong the first 10 during the three | 
eriods, reversed their positions | 
luring the second half of ’46, with | 
Domphies now in fourth and Nat- 
lralizer in fifth place. 

Mademoiselle rose from 24th ! 


retailer and dealer at first-hand is best equipped to do a job of 


making national newspaper advertising more productive. The 


| Newspaper Advertising Agency has been organized to serve such 
advertisers. 


J. ROBERT YORK, Managing Director of The Newspaper 


Advertising Agency, has been Western Manager of the Bureau of 
Do 5 y 5 


lace in the initial study, to eighth | 
lace during the second period, to. 
iIxth place during the second half 
{*46. One of the most spectacu- 
ar gains was made by Marquise . 
riginals, which jumped from 28th : 


Advertising, American Newspaper Publishers’ Association, and 


has a background of twenty-five years in newspaper advertising. 


ghest 


econd to eighth place during the 
setts econd half of 1946. 


i the first period and 25th in the 


AN INQUIRY from any present or potential advertiser will 


in any ames Schmalzriedt be followed through immediately with FACTS. Address The 
the ‘re E A 2 ; rly ' 2 . . ‘ 
soll ih GP ieee domes | Newspaper Advertising Agency, Michigan Avenue at 20th Street, 
Agency and Ross Roy, Inc., has p - a 
—o Seen added to the program plan- Chicago 16, Illinois. 
is was ng staff in the field of sales pro- 
e U. S. Motion and maintenance training 
¢ hor the Jam Handy Organization, 
Justrial Detr vit. 1 SPECIALIZING IN NEWSPAPER ADVERTISING SINCE 1900 a 
etre, [Monroe Stove Names T | Ble 
ie tre- Cnroe Stove Names Iwo 1 i Tae al : : 
lis tre iW A D 1 @ 
azette, E. Lee Merrill has been ap- The N iy W \ PA | E h A dvertis Mg Agen Cy YY a f 
f “ned executive vice-president meal 
cess © e Monroe Stove Company, ng 
so. Don J. Irvine has been A DIVISION OF MEYER BOTH COM PAN Y ; 
{ sales manager and in addi- 
ill direct all advertising and 
andising activities of the { 
ny. —— — pe eee 
=— a 7 — —_ — ae - 


oi s Cutler L Light 


en Sommers, formerly with 
J. Gelula & Associates, has 
Cutler Light Mfg. Company, 
lelphia, as public relations 
yr. 
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ee tention to the rather novel treat- 
a /ment of the calendar itself. Each 
‘of the six sheets composing the 
calendar has two large month and 
— |two smaller month charts, making 
;a one-third year visible on the 
| Sheet. Incidentally, this is the 
Magnavox Exec Explains Contemporary, which currently re- iment, the Contemporary having ‘first year that we have used four- 
Model and Price Set tails at $275, and another, the | an output of 10 watts and a single color drawings, and comments 
up ‘Modern Symphony, which retails | 12-inch speaker, and the meadere | frove our distributors indicate that 
To the Editor: Alan A. Hahn’s | at $347.50. Symphony 20 watts and two 12- | the calendar has been well ac- 
plea (AA, Jan. 13) that you be {pn the last year of civilian pro- inch speakers. |cepted by the trade. 
more sennctontiens in ig pe “ ‘duction prior to “conversion” the} 1 den’t doubt ne por Mr. | G. H. Preirer, 
on your publicity reports is most! price of the Contemporary was iS Simcere in his criticism—but | se : 
pertinent, and should particularly $245, reflecting an ts a ap- definitely in error. I should like | at toe ook 
apply to such letters as you re- proximately 12%, which was made | t© know the facts that led to his’ - j 
produce in this department, par- in three successive stages during |COMfusion. 
ticularly if they might be dam- | the reign of OPA. 


aging to anyone’s interests. | The Modern Symphony at | 


sis 
ty 


This department 


is a reader’s forum. Letters are welcome. 


. 3 2 
FRANK FREIMANN, . 
Executive Vice-President, The | Patrons Write Ads 


Mr. Hahn is very much in error |$34750 had « vrewee counterpest| Magnavox Company, Fort |for Continental Air 
i$ » part) Wayne, Ind. | To the Editor: Perhaps you’ll be 


—or confused—when he states | at $298.50, representing an in-| et sald 
“One month when I left a de- | crease of approximately 16%. In- Chain Belt Calend interested in this revolutionary 
posit on a Modern set the price|cidentally, in each case the post-| v#0In Delt Udlendar 
was og Na exactly one|war models are a superior prod-| Gets Trade’s Attention 
week later—when I was notified | uct, reflecting a value greater than To the Editor: Under se | 

: bewaagh : parate| Note that the co approach 
that the set had arrived—I was | the increase. ‘cover we are sending you a copy ace ideal tes priced , re onset 


told the price had risen to $350.” Incidentally, the Modern Sym-|of our 1947 Construction Machin- 
We have been delivering two Mod- phony is a larger instrument, both very division calendar. CONTINENTAL etfors $0 uucn mont 
offers $0 
in TIME-SAVING, MONEY-SAVING TRAVEL! 


| which we are using for our client, 
|Continental Air Lines. 


ern models, one designated as the |as to size of furniture and equip-| We would like to call your at- 


ALBUQUERQUE 
3h) Hown $21.90 
EL PASO 
44 Hour $3270 


, SAN ANTONIO 
MEXICO city J 


uyingest 


When it comes to spend-ability, the 800,000 Elks are the Buyingest People On 
Earth! They know how to buy, because they’ve learned how to earn. Elks are 
men who have made good — citizens enjoying the finest reputations in their 
communities. These men want their families and themselves to have the very 
best money can buy, and they can afford it. 


eople 


More than half (51.1%) of the Elks own their own business. Among them | 
are automobile agencies, real estate, insurance, heating supply firms. Another | 
16.6% of the Elks are professional men. This group includes doctors, architects, 
attorneys, dentists, judges. Still a third group, 15.3% of the Elks are employed 
key executives in many large industries. 


OKLAHOMA CITY 


FOR AN IMMEDIATE 
CONFIRMED RESERVATION 


Phone Dixter 1561 
17th and Glenarm 


CONTINENTAL AIR LINES 


tation of the public recently in- 
ispired by an avalanche of un- 
‘favorable publicity and adroitly 
‘handled railroad ads. 

We’re not taking a stab at the 
railroads. Instead, we’re parading 
/our virtues before the public, us- 
|ing actual word testimonials of our 
patrons, as you can see. 


RoBeErt B. McWILLIAMS, 


Galen E. Broyles Company, 
Denver. 


7 Vv 


Bedell Decries ‘Misuse’ 
of Old ‘Testimonial’ 
To the Editor: Your great re- 


approach to airline advertising, | 
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letters I use. Townsend failed { 
say to you that the letter wa 
|written in 1937 or 1938—(actualjy 
1937), and that that letter con. 
;mended his advertising liter :tur 
| and not his technique. You wjjj 
remember the letter said too, Now 
1 would like to hear your \ hoje 
| story.’ At present I know the 
| whole story and you already |:noy 
'how I now feel, since knowin: jt” 
| That letter was written ifter 
reading Townsend’s adver ising 
claims, which sounded good, an 
|I congratulated him. That bookle 
‘did not reveal, or even discuss hj 
‘technique, nor did it say al! the 
“selling elements” had universally 
prevailing constant percentage 
values, nor did it use the tern 
“pre-evaluation.” So I hardly gaye 
testimony to his technique—only 
|\to a piece of advertising litera. 
| ture. 

| Townsend is currently using 
that letter I wrote 10 years ag 
|about his advertising literature, as 
‘though it were testimony to the 
|worth of a service he is selling 
'to stores today—which service, ap 
|abridgement of his 27 elements, 
was never even then in existence, 
A little store in a little North 
|Shore suburb informs me of this 
|—and I have heard the same from 
|a big store. 

| Even if it were not unfair to 
delude small merchants into be- 
| lieving they can pre-evaluate their 
\advertising, it is not honest (ac- 
cording to my standards) to impl) 
}a 10-year-old letter on one sub- 
|ject is a current endorsement of 
another. Townsend likes to talk 
|about building confidence in ad- 
|vertising. The misuse of testi- 
monials hurts advertising. 


CLYDE BEDELL, 
Park Ridge, IIl. 


,.e ¥ 


Ideas Go Round & Round 


| To the Editor: We agree that 
\the Loyal Leather Products Com- 
'pany’s announcement of their 
Christmas party (Ad-libbing, Jan 
13) is one of the slickest and least 
expensive jobs we have seen. In 
‘fact, we liked it so well we did 
something like it ourselves on Dec 
3, 1946. 

The idea of using the calendar 
tear sheet for our December meet- 
‘ing came from a similar job we 
did in March of ’46, which in turn 
was based on an announcement 
we turned out in ’43, based on one 
used in ’38 and so on ad infinitum 
Determining the origin of this idea 
probably ranks with the chicken 
-and the egg problem. 

By the way, when is someone 
going to take an interest in meet- 


ligious (advertising-wise) weekly |ing announcements and program 
did a good job, I think, in report- | covers that the special branch of 
ing the Bedell-Townsend debate, | the advertising and poster art field 
except in two notable details. |so richly deserves? Take our pro- 
There was no “general agree- | pram covers, for example. We 
ment that advertising SVRRIATOR | Griese that the conception, design 
has some merit,” for my conten-| and the execution of these would 
tion was that there is no such|qo well in any competition with 
\thing as evaluation of an ad be-|magazine, newspaper and direct 
fore it is run, unless you emascu- | mail advertising art work. 
\late the word. There is merit) We think the work of Dick Field, 
|to weighing an ad against such la free lance who does our covers, 
organized wisdom as you possess | rates a prize of some sort. Maybe 


All of these important men with money—men who know how to live well—and | —t?, 184 to all possible strength.| yoy can tell us what contest of 


can afford it—are readers of The Elks Magazine. They read it page-by-page, 'vertising hold the view that such 
from cover-to-cover every month. If you have something to sell to the Buyingest |is not evaluation, which means 


I think most real students of ad-| (ompetition to enter him in. 


EDWARD K. Moss 


People On Earth, the 800,000 Elks, The Elks Magazine should carry your|“t®, appraise accurately,” or “to, TuUbIic Relations, stmen 


selling message. 


arth! 


The ELKS Magazine 


find a fair numerical expression) Management Association, N: 
for.” York. 
| We believe to apply the term = 
“evaluation” to what is simply To the Editor: I have just : te¢ 
your own best subjective rating |with great interest your co 'm 
of an ad against the best things of the 13th in ApDvERTISING \¢F 
you know, is the same as to say And I agree with you that th: 1 
you have accurately appraised and vitation to the U. S. Lug as! 
rated an engine when you have Christmas party is a nifty o1 
made certain it has a carburetor, We thought the idea w 
cylinders, spark plugs, crankshaft, wonderful one over a year 45 
et cetera. when we used it to inform ou I 
You say too that Townsend read vertisers and agencies of a 
a “glowing testimonial to his party we were running for t 
technique,” written by Clyde I’m sure you would not vi 
Bedell. highlighted the Christmas in’ ‘4 
In my rebuttal, I said in almost tion for originality had you kn 
|exactly these words: “Where I ADDIE WEINERMAN 
come from and in my business, Seventeen, Ne 
I give the dates of any testimonial 


Publicity, 
York. 
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Smith's Seattle 
art Proves Ads, 
Imagination Pay 


\TTLE—A lot of imagination 


| 


and a lot of advertising don’t hurt | raffle, a new promotion opened. |identity and continuity for the 
“ yinning a store. In fact, they | Alongside the store and in full|spots, the Mart uses the same an- | 
view of the highway the Mart set|nouncer, Bruce Calhoun, for all | 


help a great deal. 
The very best proof of this is 


found here, or rather just north | round. Then it invited young and | 


|trade cheaply but gained for Mr. | hospital tent as a self-service sales 
|Smith a prospect list of 12,000 emporium. This had the casual- 
names. 


visited at home this winter by 


Those persons will be ness of a rummage sale. 
Radio advertising has been car- 


members of a special corps of ex- ried primarily on the 1,000-watt 
G.I.s working evenings while at- KRSC. One-minute spots are used 


tending 
Washington. 


nearby University of|to the saturation point—at least 
10 and up to 18 a day. For the 
Christmas promotion, a_ daily 
|quarter-hour show was carried on 


last | Station KJR, ABC outlet here. For 


Carnival Atmosphere 
Meanwhile, before’ the 


up a full-size carnival merry-go- | its commercials. 
Though the store is beyond the | 


of here, where some war veterans, | Old. “It’s free” brought new rec- city’s northern limits, the Mart 


heaced by Harry D. Smith, have | ord crowds. 


built up the re- 
markable new 
Seattle Merchan- 
dise Mart since 
lat June by 
using a spectacu- 
lar mixture of 
advertising and 
promotion stunts. 
The Mart is a 
one - story stucco 
store, 10 miles 
north of the Se- 
attle business 
center, selling a complete line of 
home furnishings, including hard- 
ware, plumbing, furniture and ap- 
pliances. Opened last June, it was 
expanded in the fall, reached an 
$80,000 monthly volume by the 
end of 1946 and this year is 
headed for a $750,000 gross. 


Harry D. Smith 


Spends 6% for Advertising 


The very fact that the store was 
built on the fringe of the city, 
on a four-lane highway and far 
from the customers, has colored 
the entire advertising and promo- 
tion plan. Money that other stores 
would spend on rent has been 
used for advertising. Last year 
the Mart spent 6% of its gross 
on advertising, divided about 
evenly 
newspaper space. 

The ad drive began 


ciously, suspiciously so. On the 


72, 


inauspi- | 


between spot radio and. 


opening day the first ad featured | 
not the opening of a new store) 
but an offer of 395 electric irons | 


at $5.79. And almost every ad 
since has been item advertising 
stressing price appeal. This ap- 
proach reflects owner 


Smith’s | 


background of merchandising | 
service with Sears, Roebuck and | 


Montgomery Ward. 


Substantial linage is placed in) 


Seattle metropolitan 
chiefly the Times, as well as in 
community weeklies. All radio 
spots stress the location, of course. 


papers, 


Distances are expressed in min-| 


utes, not miles—‘Just 19 minutes 
from downtown.” Also stressed 
are the store hours—open every 
evening and all day Sunday. 


Held Raffles Last Fall 


Each sales stunt is heavily ad- 
vertised. When OPA lapsed July 
l, in the stalemate between Con- 
gress and President Truman, the 
Mart went on the radio imme- 
diately to announce the “news” 
that Mr. Smith had posted $10,000 
bond with a local justice of the 
peace to guarantee that the Mart’s 
es would not rise on present 


is was followed with news- 
pajer ads featuring the same an- 
nhovncement and offering items 
‘el’ ng below ceilings. When other 
me chants followed with similar 
hi ouncements, Smith’s dramatic 
act on gained from them. 
at led only to more spectacu- 
‘ar promotions. In the fall the 
“Mc t began a series of raffles, held 
Sa irday evenings at the store to 
away a refrigerator, an elec- 
range and two electric wash- 
Radio spots plugged the 
es. There were no strings at- 
a .ed—no purchase was re- 
1u ed. People had only to fill out 
4 is with their names and ad- 
ses and leave them at the 
a 
lis stunt not only built new 


V 
Wi 


places copy consistently in the) 
To handle surplus war prop-| metropolitan papers, in space run- 
erty, the Mart opened an Army ‘ning up to 800 lines. Because the | 


67 


Mart draws more than 60% of its Mohawk to Remington 
trade from outside anything like | Mohawk Brush Company, Al- 


a normal trading area, use of | bany, N. Y., has named Wm. B. 
metropolitan papers and of a net-|Remington, Inc., Springfield, 
work radio outlet seems to waste} Mass., to handle its advertising. 
little circulation. Customers have | enemies 

come as far as 150 miles to shop| Signode Names Moon 


at the Mart. | J. Milton Moon has been ap- 
Keene & Keene here handles the pointed sales manager of Signode 


account. | Steel Strapping Company, Chicago. 
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612 NO MICHIGAN AVEt 


414-SO. STATE STREET 


ROM STOCK 


a 
mornings with- 


Herald Tribune is regularly read by 66.5%~of t 


typical people who in others. 


Facts like these, in group after group, underlie 

and complement the story of Herald Tribune advertising 
growth. For it is only natural that advertisers who get 
repeated demonstrations of this newspaper's power 

to influence sales through advertising, should increase 
the Herald Tribune share of their promotion budgets. All of 
which points up the significance of the fact that 1946 was 
the greatest year, advertising-wise, in Herald Tribune 
history with a total advertising volume of 22,290,000 lines. 


Consider these survey and advertising facts 

together. They add up to compelling reasons for 
adding the Herald Tribune to your list. Or increasing your 
current Herald Tribune advertising. 


rt. NEw 


Herald <i 


European Edition Published Daily and Sunday in Paris, 


EXCHANGE MEMBERS 


conenpee-on comes 


— Pia 


eNEWSPAPERREADING HABITS _ 
489 Members of the New York Stock Exchange 
WEEK DAY— MORNING 


Members Replying . . . « « «© «+ « + 100.0% 
Herald Tribune . oe eo ovo en so « CNR 
2nd Morning Paper. . . « «© «© «© «+ + 55.8% 
3rd Morning Paper. . . . «© « « FR 
4th Morning Paper . . . .« « «© «© «© «© 67% 
Read no N. Y. morning poper . . . « +» 0.2% 
SUNDAY ; 
Members Replying . . » + + 100.0% 
Herald Tribune . , .. o «6 « « « 6% 
2nd Sunday Paper , .. . o 0 « © 56.6% 
3rd Sunday Paper , ... o « 0 « Wate 
4th Sunday Paper . . . o «0 « « Vw 
5th Sunday Paper . . .... ++ + 37% 
Read no N.Y, Sunday paper. . . » 14% 
k 4 


The New York Herald Tribune is now delivered to Chicago, Cleveland and Detroit 
by airplane, in time to be placed on sale FIRST THING EVERY MORNING. 
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| St. Louis District... 31 26 25 
Little Rock .... 34 23 23 
}, Louisville ...... 25 20 18 
Ns ; f OG; 2eONe .4..... 3 27 25 
> ee : S ee Memphis ....... 30 26 22 
ici — ; ee ee eee | Minneapolis Dist... 
Federal Reserve Figures on Department Store Sales —_— Minneapolis 
| es | eee (Not available) 
| . P 
WASHINGTON—Department store| Springfield ..... 3 12 3 | eae ‘ 
: ; ionwitavnn ‘ ; ‘ sas City ae | r2 7 
sales in the nation were 17% PE igs Age tbe ro Pr a | saa oy uae As i 4 
. Now Wa wietet 19 ‘ &. bo BE, 04 Wne i903 i 2 
higher the week ending Jan. 17 —*. ..... 46 19 sn | Wellies ......... 4 18 12 
than in the same week of 1946,| Buffalo ......... r31 srl? 18 | Kansas City .... 30 16 6 
the Federal Reserve Board has| New York ...... 42 34 20 aot rt eal oa . a pe 
reported. Weekly increases have| Rochester ...... 51 ris $3 | Oetahoma City.. 16 ‘s ts 
‘ : Syracuse ....... 48 21 31 (Per 29 18 19 
averaged about 25% since last fall. at. Pie 26 0 | Dallas District ... 43 24 14 
‘ Philadelphia Dist..r38 26 1 | bie + 7 
Syracuse, which had the great-| Philadelphia ....r34 — r21 9 | sere EES pe + oF 
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a 31% sales increase. Two cities, | Cleveland ...... 35 19 21 | San Franciseo Dist. 53 r26 r19 
Washington and Providence, had Columbus ...... 41 rg 9 Los Angeles Area 57 4 4 
3 1 f , ; 26 18 17 San Francisco .. 51 13 12 
% losses from a year ago. Pittsburgh ..... 44 32 21 | Portland ....... 62 23 16 
District gains ranged from the| pichmond District. 23 rll 1 | Salt Lake City.. 75 27 29 
Richmond (fifth) district’s 1%, up| Washington 13 7 —3 | Seattle ......... 26 25 12 
j j Baltimore ...... 37 27 4 7 
pal ee bar ae (oe) area | Atlanta District... 26 18 gs | r—Revised. 
gain 0 5%. x | Birmingham .... 36 18 6 **Data not available. 
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Week Ending | New Orleans ... 11 33 12 M. Korn A pointed 
Federal Reserve Jan. Jan. Jan. | Nashville pee ie ee r25 15 J. . Pp 
district and city 4 11 18 wane . rp pies 20 Mode-Craft Company, Camden, 
Chicago District... 37 23 2 
UNITED STATES. 38 24 17 Chicago ........ 39 21 >, |N. J., has appointed J. M. Korn 
Boston District .. 36 18 13 Indianapolis .... 39 16 15 & Co., Philadelphia, to handle its 
New Haven .... 54 15 5 POtPOlt 0 kik ks 5 es 20 28 23 |account. Class magazines will be 
Boston ......... 39 24 20 | Milwaukee ..... 57 31 15 ‘used. 


ublished Weekly! 
al What a Difference! 


Most Midwestern farm papers are published monthly, semi- 
monthly or once every two weeks. They are printed on 
slow_ presses. 


The Weekly Kansas City Star is printed weekly on fast 
presses. Last forms close late Tuesday. The paper reaches 
farmers Wednesday morning! 


What a difference! 


To farmers it’s the difference between getting important 
farm information promptly and getting it two weeks to a 
month late. It’s the difference between a service keyed to 
the tempo of modern farming and one that is slow, out- 
moded and inadequate. 


Little wonder The Weekly Star is a must with Midwestern 
farmers. 


Ask your advertising agent if any 


other farm paper covers the Mid- 


west so thoroughly, so cheaply. 


Che Weekly Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


120.827 Paid-in-Advanee Subseribers 


Aussies Rap 
Rebates; Set New 
Agency Rulings 


SyDNEY, AUSTRALIA — Drastic 
steps to prevent rebating any part 
‘of commissions received by Aus- 
\tralian advertising agencies from 
'publishers have been taken by the 
|Australian Newspaper Proprietors’ 
Association, which, through its 
Accreditation Bureau, has outlined 
|strict rules of procedure for agen- 
| cies. 

If they are to be accredited, 
|agencies must answer searching 
/queries by the bureau, which cover 
|questions concerning possible 
agency affiliations with publishers. 
The agencies must also declare 
that the full commission allowed 
by publishers will not be shared or 
rebated “by supplying free or 
partly free any material, stereos, 
matrices or the like, or any type- 
|setting or printing, or by defraying 
in whole or part the salary of any 
employe of an advertiser, or by 
making any allowance or doing 
anything which in effect is equiva- 
lent to rebating any part of com- 
mission received from publishers.” 


Issue Agency Rules 

The association has also issued 
27 rules governing advertising 
agencies. However, the ANPA 
makes it clear that nothing in these | 
rules prohibits any member of the 
newspaper association from ‘set- 
ting up its own service department 
and making a charge to clients for 
such advertising business.” 

In efforts to tighten up payments 
of advertising accounts, the group 
holds that agencies must accept 
full responsibility for the payment | 
of clients’ accounts. Accounts| 


which remain unpaid for more | 


incurred, will result in the loss of 


Advertising Age, February 3, 


|commission for the agency. 
While the association ha 
fused to increase agency co: 
sion from 10%, it has held tt 
costs incurred in research | 
accredited advertising ager 
behalf of the advertisers sh: 
paid for by the client, other 
that dealing with the quantit 
quality of newspaper circulat 


‘Better Homes’ Names 
Field Promotion Men 


Meredith Publishing Com 
Des Moines, publisher of |! 


Farming, has_ established 
resident field territories for 


tion department. Men appx 
New York; Samuel J. Niek 
Los Angeles. Philadelphia 


have not yet been named. 
Barlass, general promotion 
ager. 


‘Modern Packaging’ 
Adopts New Format 


Homes & Gardens and Succ: 


resentatives of its general pr 
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to these areas are Robert Kwis 


1 Jr. 


Cleveland, and Phil Goodenough, 


and 


Chicago also have been chosen as 
field territories but representatives 


Frank Watts, formerly of the 
field staff, has been assigned t 
the home office as assistant to Jack 


man- 


Effective with the January is- 
sue, Modern Packaging, New York, 


has adopted a new format, intro- 
ducing a new logotype and cove: 
|design, revamped inside format 
and a series of covers devoted to 
typical package design problems 

Cover portions and lettering of 
the new format are the work of 


Gerald Stahl, young Army 


vet- 


eran, while the inside format is 
based on the recommendations of 
designer Egmont Arens. Leading 


package designers are cooper 


on work for the cover series. 


Auto Group to Meet 


ating 


‘ The National Automobile Deal- 
than two months from the end of | ers Association will hold its 30th 


the month in which the amount is |anniversary convention in Atlantic 


City Feb. 17-18. 


Market 


—Tenn. Dept. of Conservation 


] oto 


Giles County, Tennessee, not only boasts some of the South 
finest show-places among cattle farms, but ranks first of a 
Tennessee counties in cattle and second in milk productior 
Corn and hogs, horses and mules help make Giles Count 
agriculturally rich. Leading manufactures are clothing, shoe: 
cheese, and fertilizer (from nearby phosphate mines). TV/ 
serves the county at low power-and-light rates. Giles is on 
of the thirty-six counties comprising the Nashville trading are 
—the rich market blanketed by Nashville's two great news 


papers. 
Nashville City Zone Population........... 266,505 
Nashville Market Population............. 920,843 


EVENING 
NEWSPAPER PRINTING 


Nashville Banner The Nashville Tennessea 


MORNING SUNDAY 
CORPORATION, AGENT 


Represented by The Branham Com pan) 
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ary 3, 194)” 
iain =s gs 
vey, 1 Scheduled Airlines 
CY Con mis. 
eld th t alj SET NEW 
arch kb» an 

age! On 
san A SAFETY RECORD 
other } han F 
uantit ang 
rculat op. The scheduled Asrlines of the United States 

operated nearly twice as many planes, nearly 
ewice as many miles, and carried nearly rwice 

Imes as many passengers in 1946 as in 1945. In the 
Vien face of this increase, there were 3 less passenger 

Com) any fatalities 1n 1946 than in 1945, or 73 passenger 
- of Bette fatalities out of 13,000,000 passengers in 1946 
Succe ssf] 
shed ‘hree rer seneputeD AIRLINES of THe usurep states 
2s for rep. 
ral promo- 

appointed 
bert Kwis 

Niel Jr. nocnifearhaisindenibediniiateansiihetion 
ust IM AIRLINES ANSWER — Air Transport 


1 chosen as 
resentatives 
ed 


Association leads off a series of news- 
paper messages about the scheduled 
sirlines (AA, Jan. 27) with this 1,000- 


rly of them line COPY in 164 newspapers, detailing 
assigned toe "e safety record’ set last year. 
ant to Jack iq Ewin, Wasey & Co., New York, handles 
otion man.- the campaign. 
a AB Sales Group 
at ndorses Single 
anuary is-™% . 
New vor fRate Card, Prices 
and pares WAsHINGTON—The sales man- 
ide formatfRgers executive committee of the 
devoted tof—National Association of Broadcast- 
problems. rs, at the end of a_ three-day 
lettering O'Mession here Jan. 24, drew a deep 
cpt phe reath and formally recommended 
format is hat radio stations adopt “a single 
ndations of Mate card, the prices on which are 
s. Leading fpplicable to any and all adver- 
cooperating Mfisers, regardless of classification 
eries. 1 geography.” 
, Three other recommendations 
eet ollowed, however, to take some 
obile Deal-@! the starch out of the first. They 
id its 30th Mvere: 
in Atlantic First, “where it is not imme- 


liately practical to install and ad- 
ninister the single rate for all 
hdvertisers,” advertising be classi- 
ied either as “general” or “re- 
ail,” and identical rate card for- 
nat be used for both classifica- 
ions; 

Second, “as a minimum stand- 
ard of policy,” the retail rate 
hould be made available only to 
ona fide retailers whose signa- 
ure and address alone appears in 
he advertising, and 
Third, both “general” and “re- 
ail” advertising be commission- 
dle only to a recognized agency 
perating independently of the ad- 
ertiser’s business, “‘when and if” 


2 part in the creation, production 
znd service of the advertising. 


Hold On, Fine Whisky 
Aging, Says Schenley 


In full-color spreads in Life and 
business magazines, Schenley Dis- 
tillers Corporation, New York, is 
reminding the thirsty public that 
t's famous straight and bottled- 
M-bond whiskies such as Old 


. Pepper 
your enjoyment,” and “some day 
they \1 be back for your guests’ 
enjovment.” 


vation | ot0 @ The copy, placed by Kleppner | 
South’ Comoany, New York, is part of 
4 program started by Schenley 
t of a more than a year ago to keep its 
Juctior ran | names alive until they ap- 
Count ear on liquor store shelves again. 
, shoe: . ’ 
. TV ss) es Business Guide 
is on P: ntice-Hall, Inc., New York, 
ng are ‘as ssued its ninth newsletter, a 
. sews ekly called “The Prentice- 
2 Report on the Business Sig- 
nee of the News,” a guide 
».505 licy-making business execu- 
843 The subscription price is 
' 


inually. 


a lois Street & Finney 
CSS@a P vilis Cunnyngham, 
‘riter with Gotham 


formerly 
Adver- 


) a er 

AY ~ Company, has joined Street 
“fr iney, New. York, in the same 

mp any) Dé ‘ity. 


uch advertising agency has had. 


‘harter, I. W. Harper and James_ 
cE. |] “are now aging for. 


Philip Morris Boosts 4 


| Philip Morris & Co., New York, 
‘has appointed the following four 
,assistants to Ray Jones, newly 
'elected vice-president in charge 
,of sales: J. M. Cahn, formerly 
|sales supervisor in San Francisco; 
iF. C. Foley, formerly section 
|manager in Washington; Bree 
| Johnson, formerly sales super- 
|visor in New Orleans, and Leslie 
|Steinberg, formerly section man- 
/ager in Detroit. 


| Issues New Manual 


The aviation products sales di- 
|vision of General Tire & Rubber 
/Company, Akron, has issued a 
new merchandising manual on 


airplane tires for distributors. The | 


company is featuring a new pro- 
duction line and _ emphasizes 
safety factors incorporated in the 
new tires. 


Gets Bijou Hosiery 
| Blue Line Hosiery Mills, New | 


Company to Lawrence _ Boles 


Hicks, Inc., New York. 


‘Salute’ Names Bach 


Henry Bach Associates, New York, 
to handle a promotional campaign 
to build up its newsstand circula- 
tion. Newspaper insertions will 
be scheduled in New York, Chi- | 
cago, Los Angeles and other cities. 

| 
‘Miss Lowe Joins Rankin — 
__ Sally Lowe, formerly with | 
|'Cromwell Advertising Agency, has 
|joined Wm. H. Rankin Advertis- | 
|ing Agency, New York, as account | 
|executive. | 


| Game-Master, 
York manufacturer of Bijou nylon |has_ placed 
'hosiery, has moved its advertising | M. 
account from the Robert B. Grady | Agency, Louisville. 


Inc., Louisville, | 


Kopmeyer 


69 


|Names Kopmeyer Agency Appoints Lindsay A.M. 

| Henry J. Lindsay has been ap- 

its advertising with|pointed advertising manager of 

Advertising | the Justowriter and Electromode 
Corporations, Rochester. 


Salute, New York, has appointed 5352 


W 
E. DELAWARE 


ig 
\ me N. WABASH 
410 


N. MICHIGAN 


N. MICHIGAN 


In Pittsburgh 
In City Circulation 

In Classified Advertising 
In Retail Advertising 

In General Advertising 

In Total Advertising 


Represented by the 
National Advertising 
Department, Scripps- 
Howard Newspapers, 
230 Park Avenue, 
NewYork City. Offices 
in Chicago, Cincin- 
nati, Detroit, Fort 
Worth, Philadelphia, 


San Francisco. 


» bear down 


on the 


a SP 


6th 
la (gest market, 


YOU NEED 


The Press during 1946. 


The Pittsburgh Press 


Here’s proof that most advertisers 
“He know it takes The Press to bear 
down on the Pittsburgh market. In spite of 
that doggoned newsprint shortage, they man- 
aged to bear down hard enough on our space 
representatives to get 19,001,871 lines (ex- 
cluding This Week Magazine) accepted in 


How we wish we could have accepted 


everything that came our way. 


And how ad men who know Press re- 


sults wish it! 


This bears on the subject: Run-of-paper 
insurance ads in The Press recently re- 
turned coupons at just 2; the cost of 
coupons from identical run-of-paper ads in 


the second paper. 


— 


—_ 


PRESS CIRCULATION BEARS SCRUTINY 


x 


No prizes. No life insurance. Not even carrier 


boy campaigns. 
pulling like fury. 


But Press circulation keeps 


People buy The Press because they want it. 
They want it because they read it. That kind 


of circulation makes ads pull! 


BEAR UP, 
— 


ON? BOVL W007 give wp 


Bear down on our space men just like the 
other advertisers do. The Press will give you all 
the space it can. A good share of the time 


you'll even get all you want. If you don 


t 


get all you want, you’ll get a fair and square 


deal on the rationing... 


and we feel as bad 


about losing the space as you do, you know. 
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THE FINEST POSSIBLE 
REPRODUCTION 
ON YOUR 24 SHEET POSTERS 
BY SILK SCREEN 


Liilil 


CaROF REPRODUCTION CORP. 


780 NORTH JACKSON STREET 
MILWAUKEE 2, WISCONSIN 


ANA Awards April 


Parley to Chicago 


| New York — The semi-annual 
meeting of the Association of Na- 
tional Advertisers will be held at 
ithe Drake Hotel, Chicago, April 
|7-9. The meeting will be open 
‘only to members of the association 
‘and invited advertiser guests. Wil- 
\liam N. Connolly of S. C. Johnson 
& Son, and ANA vice-chairman, 
/heads the program committee. 
| The annual meeting of the as- 
‘sociation is scheduled for Hotel 
|Chalfonte, Haddon-Hall, Atlantic 
| City, Oct. 6-8. 


Fairchild Ups Therien 


Fairchild Publications, 
York, has promoted Horace L. 
Therien, for three years an as- 


New) 


sistant in charge of general pro- | 


motion and book production, to 
manager of the publication de- 
partment, succeeding James Pan- 
coast, who has. resigned. Mr. 
Therien has been with Fairchild 
for 24 years. 


Day Adds ABC Duties 


Harold Day, sales manager of 
the American Broadcasting Com- 
|pany’s cooperative program de- 
| partment, has assumed added 
| duties of directing advertising and 
|promotion activities for this de- 
|/partment. Lud Simmel has been 
|appointed to a new position of 
| business manager in charge of the 
|department’s operations. 


Herald sets 


The Miami Fashion Council presented 
its FIRST ANNUAL AWARD to a non- 
member who has contributed most to 
the furtherance of Miami as a national 
fashion center to Eileen Bryne, The 
Miami Herald’s fashion editor. The 
the pace in fostering 


Miami's rapidly expanding fashion in- 


dustry. 


_ advertising, 


It has a specialized fashion 
department that is followed eagerly by 
Florida readers. 


More space is de- 


voted to reporting fashion activities 
than any other Florida newspaper. 
In Florida, The Herald is the No. | sell- 
ing force—first in circulation, first in 


first in news coverage. 


Che Miami Herald 


JOHN S. KNIGHT, Publisher 


se ie 
aaa Se ee 


“GREATER MIAMI — THE INTERNATIONAL MARKET 


National Representatives 


STORY, BROOKS & FINLEY, INC. 


OF THE AMERICAS” 


George W. Kleiser, Foster & Kleiser, San Francisco, and ch: 
man of Regional Council No. 10 of the Outdoor Advertising © s- 
sociation of America, was reelected to the latter post at the rec -nj 
regional convention of the group. .. Jim Pickering, dir. of de: e, 
advertising of Foote, Cone & Belding in Dayton, has just ear eq 
his private pilot’s license—a good feeling after three years in he 
Army air forces, here and in India, where he had only a passeng »y’s 
rating... 

Among the judges of the Society of Typographic Arts’ 20th .in- 
nual exhibit of Chicago printing, to be shown at the Art Instit ite 
of Chicago March 15-April 30, is John Willmarth, v.p. and art ji- 
rector of Earle Ludgin & Co... Winners in the best news story :ng 
news photo contest sponsored by George Grabin, Milwaukee mgr. 
of Arthur Meyerhoff & Co., were Richard Davis, Milwaukee Journal 
writer, and Ray Hun- 
holz, Milwaukee Sen- 
tinel photographer. 
Each will receive 
ee 

James F. Clancy, 
who retired as saies 
prom. mgr, of Station 
WTIC, Hartford, re- 
cently, was given a 
party by the station’s 
staff members, and 
received a_ portable 
radio as a_ parting 
Co 

New president of 
the Editors Associa- 
tion of Wisconsin is 
Robert B. Neuman, 
ass’t ad manager of 
Nordberg Mfg. Co., 
Milwaukee. Other 
new officers are Jo- 
seph Dragotts, of the 
Solar Corp., Milwau- 
kee, lst v.p.; Mar- 
garet Thoma, Red Dot Corp., Madison, state v.p., and David Coon, 
Young Radiator Co., Racine, sec’y. . . 

G. W. Gressman, ad director of the Janesville Gazette, is mighty 
proud of the 60-page year-end issue that came out early in January 
carrying a total of 78,456 lines of advertising. It was the biggest 
for the Wisconsin daily, which is now celebrating its 102nd year. .. 

A couple of men enjoyed it, too, Prudence Allured said in the 
report she gave the Women’s Advertising Club of Chicago on the 
recent intercity conference of women’s adclubs in St. Louis. Mrs. 
Allured, publisher of the Manufacturing Confectioner and AFA’s 
chairman of the council on women’s clubs, said that the men 
signed up for the conference, went to all the meetings and parties 
and had a fine time... 

H. H. Windsor Jr., publisher of Popular Mechanics, Chicago, 
opened the company’s plant Jan. 27 for a party in celebration of 
the 40th anniversary of the day Clyde Blair and Charles Minor, 
western representatives, prevailed upon Mr. Windsor’s father, 
founder of the magazine, to hire them as a team. The “Heavenly 
Twins” have built not only an imposing record of ad sales in those 
years, but also the esteem of the thousand or more friends who at- 
tended the party. . 


VETERAN REWARDED—Frank Hastings, left, of 
Remington Rand's ad department, receives a 
diamond lapel pin from John A. Zellers, vice-presi- 
dent, while S. H. Ensinger, ad manager, looks on. 
The pin commemorates 55 years’ continuous serv- 
ice with the New York company which, in 1892, 

was Wyckoff, Seamans & Benedict. 


es | 
oo 4 


~ 


NEW YORK STAFF CELEBRATES—Wilbur L. Arthur, eastern manager of §¢ 
Chicago Daily News, does the cake-cutting honors at a party celebrating | \¢ 
10th anniversary of his staff's Rockefeller Center offices. Surrounding him © 
Frederick West, Lee Terry, Julius R. Bodenmiller, Fred Reed and Ben Sarg: 


The doctors are still saying “No” to the numerous friends w 
want to visit convalescing W. A. P. John, chairman of MacMai 
John & Adams, Detroit agency. His associate, J. R. Adams, sol' 
the problem by issuing circus-type tickets permitting three visit 
daily at the John home in nearby Birmingham. They read: “T 
ticket admits (Name, Date) to See the Great W. A. P. John 
‘Doing Absolutely Nothing’; Positively the Only Performance 
its kind by this Peerless Performer.” 

In celebrating the 241st anniversary of the birth of Benja 
Franklin, the Ad Club of New York and the Poor Richard Club 
Philadelphia are arranging medical attention at the West Cent 
Hospital of St. Petersburg, Fla., for Franklin Bache Huntington, 
tired lieutenant commander in the Navy and oldest living « 
scendant of the “patron saint of advertising and the graphic art 
Mr. Huntington left LaGuardia Field by Air Ambulance, I! 
plane Jan. 17. . . St. Pete, incidentally, has a new adclub pre 
Irwin A. Simpson, ad director of the St. Petersburg Times. . . 
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uts in Cotton 
Duties Opposed 
by Trade Group 


W \SHINGTON—Recommendations 
hat no reductions be made in 
iyties on cotton textiles in the 
orthcoming reciprocal trade 
ngrecment negotiations have been 
nade by the Cotton-Textile Insti- 
ute, New York, in a brief filed 
vith the U. S. Tariff Commission. 
At the same time, the institute, 
vith the concurrence of the Amer- 
can Cotton Manufacturers Asso- 
iation and the National Associa- 
ion of Cotton Manufacturers, 
ged that quotas be placed on 
p11 imports of cotton textiles so 
ong as a subsidy is paid on ex- 
rts of American cotton, or so 
long as the domestic price of 
American cotton is maintained by 
, government price support pro- 
bram at a level above the world 
price for comparable foreign cot- 
on. 
In previous trade agreements 
vith the United Kingdom, France, | 
Switzerland, the Netherlands and 
Czechoslovakia, duties were re- | 
juced an average of 29% on 27 | 
cotton products, the institute said. 


Wages Increase Sharply 


Since these reductions were 

made, the institute claims, the 
average hourly earnings in cotton 
mills have risen from 38.9 cents 
per hour to 88.8 cents. Wages rep- 
resent more than 60% of the value 
added by manufacture, while in 
industry generally, the institute 
jointed out, wages represent about 
39.3%. The institute further de- 
clares that the rise in wage rates 
was not accompanied by increased 
production. 

Dr. C. T. Murchison, president 
yf the institute, said that there | 
were no important technological | 
‘hanges in the cotton industry | 
juring the war, such as character- | 
ized the munitions industry. The | 
‘otton industry, he said, has the | 
same machinery it had in 1939) 
ind has not been able to maintain | 
its normal replacement, especially 
luring the war years. 


International Moves 


International Media Corporation 
and its affiliates, Broadcasting | 
Service Corporation and Radio | 
Press Service, have moved to 
larger quarters at 425 Fifth Ave., 
New York. 


VE’ CATCHERS® 


\ KISS WORTH 
WENTY DOLLARS? 


» have been had for less, but 
ot an advertising picture and 
ma girl with class you may 
pay that much... We did, 
one, and it was a good buy 
it brings to hundreds of busy | 
A\TCHER subscribers a sub- 


t will give their advertising a 
he arm. Why not learn about | 
growing baby of the advertis- | 
ld which brings 100 peppy 
bjects every month for only 
Mats, prints and special bank 
available. Proofs and sub- 
details FREE on request. 
gations, just write on your 
d 


E CATCHERS, Ine. 23 Fax $2" not! 


Anderson Adds Four 


| Merrill Anderson Company, New 
| York, has been appointed adver- 
|tising agency for the First Na- 
tional Bank of Danville, Va.; Na- 
tional Commercial Bank & Trust 
Company, Albany; Pittsfield Na- 
tional Bank, Pittsfield, Mass., and 
James Talcott, Inc., New York. 


Harrison Names Agency 


Harrison Paint & Varnish Com- 
pany, Canton, O., manufacturer of 
Dutch Standard paint products, 
has appointed Palm & Patterson, 
Cleveland, to handle its account. 
Newspapers, business papers, di- 
rect mail and dealer aids will be 
used. 


Hofiman, Schiff Moves 


Hoffman, 
|Inc., formerly known as Hoffman- 
| Schiff Agency, has moved to larger 
| offices at 54 Devonshire St., Boston. 


To Behel & Waldie 


| Service Station Equipment Com- | 
pany, Muskegon, Mich., has ap-| 


|pointed Behel & Waldie & Briggs, 
|Chicago, to handle its advertising. 


Schiff & Livingston, | 


Opens Campaign 
for All-Plastic 
Ice Cube Tray 


Cuicaco—Promotion starts this| 
month in business papers for Roto- | 
Tray, all-plastic ice cube tray de- 
veloped and patented by Republic 
Molding Corporation. Introduced 
Jan. 1, the new tray is being dis- 
tributed now through drug and 
department stores in key cities 
from coast to coast. 

First copy for the new tray will 
break in Retailing Home eae | 
ings during February, followed by 


copy in Hardware Age and other | 
|business papers. Similar schedules | 
will be followed throughout the | 


Use of newspaper space is 


| year. 
planned for consumer copy later | 
,in 1947, and consumer magazines | 
probably will also be used. Deal- | 
ers will be furnished with counter | 
displays and posters. 

Republic says that the tray will | 
/not stick to ice chests regardless | 


age time. Its flexibility allows the 
tray to be twisted or bent to re- 
move ice without the use of water, 
and its resilience makes it vir- 


'tually unbreakable. 


Merchandising Advertisers, Chi- 
cago, is the agency. 


Beebe Joins A. J. Lipp 


Joseph J. Beebe has resigned 
from New York Gravure Com- 
pany to join A. J. Lipp Company, 
New York color lithographer, as 
secretary. He will be in complete 
charge of sales. 


Ford Appoints McLaren 


Stewart C. McLaren has been 
appointed general sales manager 
of the Ford Motor Company of 
Canada, Windsor, Ont. 


71 
Set Want Ad Week 


The Association of Newspaper 
Classified Advertising Managers 
has set April 13-19 as National 
Want Ad Week this year. Worth 
Wright, Pasadena Star-News, is 
chairman of the committee pro- 
moting the annual observance. 


| Ettin Named Ad Manager 


Erwin D. Ettin has been ap- 
pointed advertising manager of 
Fun in the Sun magazine, pub- 
lished by Son’s Service Corpora- 
| tion, New York. 


Appoints Weyll Jr. 

Charles E. Weyll Jr., recently 
released from the Navy, has joined 
the sales staff of Ask Mr. Foster 
Travel Service, New York. 


Your advertising to a 
most profitable field through 

the most profitable medium 
will produce the best results 


|of temperature or length of stor- | 


FOR 


A lot of companies have already placed their 


* Christmas container orders for the 1947 season. 
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, (Just a reminder — if you haven’t — do 


. it now.).Most of the orders placed show 
e a * 


va decided preference 


for set-up boxes. In 


many casés, ordinary merchandise becomes a 


‘oe y gift item, thanks to a box. There’s a moral here, 


a for your product can be a Christmas item all year 


round if packaged in a better selling set-up box. 


| 


Consult your nearest National Paper Box 


Manufacturer® today and he will gladly show 


will better sell 


“Write today to Dept. 99, 


you the reasons why set-up boxes 


your products. 


National Paper Box 


Manufacturers Association, Liberty Trust Building, 


Philadelphia 7, Pennsylvania, for container information vital 


to 


Liberty Trust Building e@ 


your industry. 


Philadelphia 


INFORMATION OR SERVICE ® CONSULT YOUR NEAREST SET-UP BOX MANUFACTURER 


NATIONAL PAPER BOX MANUFACTURERS 


AND COOPERATING SUPPLIERS 
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Ferguson Tractor 
Firm Buys Huge 
Cleveland Plant 


CLEVELAND—Just about the time 
that Ford Motor Company stops 
making tractors for Harry Fergu- 
son, Inc., next summer, Ferguson 
will start producing its tractors 
in its own new plant. 

The company has purchased a 
700,000 - square - foot, one - story 
plant here from the War Assets 
Administration. Initial production 


next-summer is expected to total;by Ford for the Ferguson com- | 
‘between 300 and 400 Ferguson! pany are now in use. Ferguson’s | 
'tractors daily. Full plant capacity new plant will employ about 5,000 
| will permit 1,000-a-day output. workers when production reaches 
| Purchase of the huge war-built | capacity. The company also plans 
plant came in the wake of an-/|to make 117 other agricultural im- 
‘nouncement last November (AA, |Plements. It has distributors and 
'Nov. 25) that an eight-year-old dealers in the U. S., Canada, Mex- 


contract between Harry Ferguson, | ico and rigger ggg Mie t 


Inc., and Ford, under which Ford | Sidiary in 
made Ferguson tractors, would end be 3" > — ad ee — 
June 30, 1947. Ford will continue |, Gies. the neal on, SONS, 
to make the Ford tractor and sell | : 
it through independent distribu- | 


tors. Railroad Anti-trust 
More than 250,000 tractors built Syit Set for April 23 


Trial of the federal govern- 


NEW YORK 
480 Lexington Avenue 
Plaza 9-8150 


WNBF 


BINGHAMTON, N. Y. | 


takes pleasure in announcing the 
appointment of 


The Bolling Company 


Incorporated 


as exclusive national representative 


Effective February 1, 1947 


ment’s anti-trust suit against 47 
|western railroads, executives of 
ithe various companies and other 
| defendants has been set for April 


| 23, in Lincoln, Neb. 
James E. Kilday, government 
|attorney, said the-prosecutors will 


senting evidence before Federal 
District Judge John W. Delehant, 
| who will hear the case. Attorneys 
for the roads then will be given 
time to file answers to the anti- 
trust charges. 


- |1'Gets Bus Franchise 


Surface Transportation Adver- 
tising, Inc., New York, has taken 
|over the franchise for advertising 
| space 
|Nassau Transit Lines, 


effective 


CHICAGO 
360 N. Michigan Avenue 
Dearborn 5277 


ing Company formerly held the 
franchise. 


| Thread to Cairns 


American Thread Company, 
|New York, has moved its adver- 
|tising account from Federal Ad- 
vertising Agency, New York, to 
John A. Cairns & Co. of that city. 
A “slightly larger’ advertising 
| budget will be spent this year, in 
women’s and farm magazines. 


is the buying 


crop, especially 


CBS 


Agriculturists and advertisers like to 
do their planting in fertile territories, 
and this Wichita area sure exceeds 
their expectations. 

Crops are far above average and so 


market. You can plant your adver- 
tising dollar here and reap a bumper 


Station of The Southwest is used. 


5000 WATTS DAY AND NIGHT 


income of this rich 


if KFH, that Selling 


THAT SOLID SECTION OF 


WICHITA 


CALL ANY PETRY OFFICE 


'take from one to three days pre-| 


in buses of the Queens-| 


\f| Jan. 15. Suburban Bus Advertis- | 


Coca-Cola’s cancellation of its|insurance companies for using the 
last network radio show (AA, Jan. | mails to defraud has failed. thy 
20) was a body blow to the Mu-|far, to produce any sensations. |, 
|tual Broadcasting System. The Washington, department Officials 
|beverage company’s gross ++ mel wens only point out that infor. 
billings with this network in 1946 | mation is not made public until , 
(for “Spotlight Bands” and “Coke |fraud actually is uncovered ang 
Club with Morton Downey”) to-|an order issued which denies ge 
'taled $2,012,253. Time and talent |of the mails to a particular eon. 
‘amounted to around $2,500,000. | cern. 

‘This made Coca-Cola Mutual’s; Postal inspectors in Chicago, 
biggest advertiser and accounted | meanwhile, insisted that no specia| 
for approximately 10% of the net- | drive is on. They said the depart. 
work’s total billings. As yet there ment is engaged in a routine jp. 
-have been no major repercussions, | spection of insurance contracts ang 
|such as a top-drawer shakeup, but|claim procedures. The Post Of. 
trade circles hear that Mutual’s| fice has had the most trouble with 
‘sales department may be in for limited accident and health com. 
|some reorganization. |panies whose policies are so am- 

Talk is current, for that mat-|biguous that few claims are ever 
‘ter, that “heads will fall’ around | paid. 
several of the networks in a gen- ~ 2 S 
eral tightening up of operation; Directors of the Traffic Audit 
'costs. ABC has been going through | Bureau, meeting Feb. 20 in the 
‘some personnel realignment in | Waldorf-Astoria in New York, will 
|that direction. But inquiries meet decide whether to adopt or scrap 
with stout denials that any whole- the methods (AA, Oct. 7, 1946) iy 
sale personnel cuts are in the of- | the Fort Wayne test of last spring 
| fing. for measuring outdoor advertising 
es circulation. 

If. adopted—as is probable—the 
“Fort Wayne methods” would be 
extended to other markets, but 
V. H. Pelz, managing director, 
says that these markets have not 
yet even been suggested. A. D 
Chiquoine of Batten, Barton, Dur- 
stine & Osborn is president of TAB 


Opposition to a general sales tax 
for Pennsylvania is reported wan- 
|ing among state assemblymen. En- 
jactment of a two per cent tax 
would boost state revenue needed 
|for expanding services. Proponents 
of the tax include the Pennsyl- 
vania School Commission, which 
has suggested a one per cent levy 
for educational purposes. Among 
the opponents of the tax measure 
are the Pennsylvania Retailers’ 
Association and the Pennsylvania 
Industrial Union Council (viV0) 
on the basis that the tax would hit 
low income groups. 

- w= 6 


Prospects that the new Esquire 
building at 65 E. South Water St, 
Chicago, purchased last year, 
would be devoted to advertising 
and related lines, were dissipated 
when it became known that the 
Illinois Bell Telephone Company 
had signed a lease for all of the 
space not used by Esquire for its 
own operations. The lease was 
said to be one of the largest re 
cently negotiated in Chicago realty 
circles. 


Anheuser-Busch, Inc., St. Louis 
brewer of Budweiser beer, is con- 
{sidering the possibility of mer- 
| chandising its bottled beer in an 
‘automatic refrigerated dispenser 


|/which can be coin-operated at the | ——__—- 
option of the operator. Dispenser) Adds Sales Duties 


under consideration is the Beer-| org C, McElligott, formerly ad 
tender offered by United States vertising manager, has been pro- 
| Vending Corporation, Chicago. The | moted to sales and advertising 
|Beertender will vend beer, sand-|manager of Airquipment Com- 
'wiches, potato chips and pretzels|pany, Burbank, Cal., maker of 
from a single unit. It is consid- equipment for general airline use 
ered attractive for such outlets as oe fects Be 

hotels, tourist courts, parks, golf | DC&S Promotes Jacobs 
‘courses, bus terminals, rail sta-| Joel F. Jacobs, of Doherty, Clif- 
tions, airports and such amuse- ford & Shenfield, New York, has 


. been appointed a vice-president of 
ss ar aarti atleys. the agency. Mr. Jacobs, one of 


the original group that founded 
Speculation about a Post Office oon . 4 


; the agency, is account executive 
|Department crackdown on Chicago on Bristol-Myers and Borden. 
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TRY THIS ON YOUR PHONE 


. . You will find 
it a satisfying 
number because 
it opens the 


quick, sure wey 


to the comple‘e 
and economic! 
handling cf 


; your productio" 
. . . Write or Phone for 


one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


. 
FAITHORN CORPORATION 
Ad-Setters - Engravers - Printers 
400 N. Rush St., Chicago 11 + Whi. 2300 
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ideo Giants Pif 


ystems in Battle 
or FCC Verdict 


(Continued from Page 1) 
thout advance fanfare, had seen 
table-top color television re- 
iver. Late Monday, the opening 
y of the hearing, following dem- 
strations of two large console 
dels which the industry and 
ess had seen before, CBS came 
rth with its unheralded table 
odel, a set smaller than the RCA 
ack-and-white table-top receiver 
pw being marketed. 

The CBS surprise package had 
five-inch tube, producing a pic- 
re about 4 by 5% inches, and 
owed only four control knobs. 
was housed in a cabinet 18% 
ches wide, 12% inches high and 
% inches deep. 

A CBS engineer carried the set 
the judges’ bench, and quickly 
ned it to a cdlor still picture 
bing transmitted from CBS’s ex- 
primental station W2XCS in mid- 
wn. The picture, although small, 
bpeared as sharp and bright as 
ose produced by the larger 
odels. 


Few Questions Asked 


Spokesmen for Radio Corpora- 
nm of America and its subsidiary, 
e National Broadcasting Com- 
bny, and for the Allen B. Du- 
ont Laboratories and the Philco 
poration, all opposing Colum- 
a’s petition to the FCC to license 
mmercial color television imme- 
ately, watched the table-top set’s 
bmonstration silently and asked 
y questions afterward. 

Chairman Denny asked, for the 
cord, whether the set was oper- 
ing off an ordinary light circuit. 
was. And was the set operat- 
g independently of the bulky 
nsoles and other equipment on 
e scene. ..? It was. 

CBS spokesmen did not tell how 
uch they thought such a set 
ould cost to manufacture for 
me use. They said it was a CBS 
boratory product. 

The CBS demonstrations on the 
0 consoles (one manufactured 
’ Bendix Radio, which proved 
mewhat less efficient than CBS’s 
vn model) included live pickups 
f well as movie and still picture 
ansmissions. Color images also 
ere flashed, without noticeable 
ss of quality, to Washington and 
kck to New York, a distance of 
bout 480 miles, via coaxial cable. 


Set Costs $1,820 


The FCC was informed that 
endix Radio has in production 
) color television sets like the 
lodel used in the demonstrations. 
ie sets, which have video only 
d no AM radio, were said to 
dst about $1,820 each. 

Dr. Peter Goldmark, inventor of 
Olumbia’s mechanical, “sequen- 
al” system of color broadcast- 
&, caught the brunt of sharp 
ross-examination from foes of 
¢ CBS petition, who claim that 
€ industry is not set up to go 
lead with color television. 
Pointed exchanges frequently 
larked the proceedings. W. A. 
oberts, general counsel for Du- 
Mont, said he “noticed a color 
reakup” in looking quickly from 
ne console to the other during 
le CBS demonstration. Dr. Gold- 
lark replied coldly that “people 
ying to see color breakup shake 
‘ir heads vigorously in a way 
0 - erage television viewer ever 
ould 

Dr. Allen B. DuMont, whose 
M is turning out a deluxe line of 
ack -and-white receivers, de- 
Sunced the CBS system as 
“ally inadequate.” He con- 


limit” obtainable under this sys- 
tem. “What bothers us is that 
they haven’t been able to increase 
the size in six years,” he said. 


Sets Are Compared 


The second day of the hearing 
saw a side-by-side demonstration, 
for comparison, of Columbia’s 
color and DuMont’s monochrome, 
the latter picking up a film trans- 
mitted from NBC’s Station WNBT 
(DuMont’s own station, WABD, 
went off the air a few days earlier 
for installation of a new antenna). 
Critics of the CBS system jabbed 
away at the restricted size of the 
color set’s picture and its re- 
stricted viewing angles and bril- 
liance. 

Convex magnifying glasses 
covering the CBS picture tubes 
were noticeably receptive to re- 
flections from overhead and win- 
dow lights, a fact which prompted 
the network’s engineers to fix 
canopies over the sets to cut off 
reflections before the second day’s 
demonstrations. “If you build a 


, telephone booth around it, it might 
| work,” cracked Dr. DuMont. 

Dr. Goldmark told the FCC that 
|Remington Rand, Inc., was “quite 
sure” it could manufacture image 
orthicon color cameras based on 
CBS designs. Asked when CBS 
|would be ready to go into full- 
time commercial color operation 
if the FCC granted its petition, 
Dr. Goldmark replied “from a 
purely technical standpoint, eight 
weeks, if we have no particular 
bad luck in any instance.” 


RCA Demonstrates 

At Princeton, N. J., Wednesday, 
RCA had its inning. The FCC, 
press and industry representatives 
saw the first actual radio trans- 
mission of RCA all-electronic color 
television. RCA Vice-President 
E. W. Engstrom emphasized that 
it was a laboratory-type demon- 
stration and reiterated RCA’s con- 
tention that efficient color tele- 
vision is four to five years away. 
Observers agreed that the RCA 
color images were far from being 


perfect. 

RCA also unveiled a “simple, in- 
expensive” frequency converter 
which it said would prevent ob- 
solescense of present-day video re- 
ceivers by enabling them to re- 
ceive ultra-high frequency color 
broadcasts and reproduce them in 
black and white. The converter 
would cost, under mass production, 
between $25 and $35, it was esti- 
mated. 

Philco Corporation demonstrated 
a projection-type receiver with 15 
by 20-inch screen which was de- 
clared to produce pietures four 
times brighter than those of pro- 
jection sets thus far introduced. 

The demonstrations here and in 
Princeton were a continuation of 
a hearing begun by the FCC in 
Washington in December (AA, 
Dec. 16, 23). 


‘Appoints Temple 
Frank H. Temple has been ap- 
pointed sales manager of Cluett, 


Peabody & Co. of Canada, Toronto. 


‘Coast Engineer 


Develops ‘1-Tube’ 
Color Television 


San FRANcIsco—A one-tube, all- 
electronic color television system 
of broadcasting which would re- 
quire receiving sets costing little 
more than present black-and- 
white receivers has been designed 
and patented by George E. 
Sleeper Jr., chief engineer of 
Color Television, Inc. 

His system, claimed to be fool- 
proof, employs a scanning device 
which converts filtered colors into 
a single picture at the transmitter, 
using a single electronic picture 
tube. The images are reproduced 
in a group in black and white on 
the receiving picture tube and then 
projected through filters and com- 
bined optically and projected to 
a screen as a color picture. 

A feature of the system, it is 
pointed out, is that it is receivable 
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RINGING THE CHANGES. 
Keeps." 


romantic. 


Then "This is for Keeps." 
Community says "Let's Make it for Keeps." This 
continuing campaign is warmly emotional, frankly 
When Seventeen magazine asked what sil- 
verware ads girls remembered, Community got more 
mentions than the next two advertisers combined. 


First it was "Back Home for 
Now, in 1947, 


line space. 


nde the 7% by 10-inch picture | 


" the CBS set was “about the 


supplement insértion in key city markets. 
visibility and readability are retained in 198— 
Last year the sales of Bon Ami—the 
speedy cleanser that "hasn't scratched yet!"—were 
highest in the product's sixty years. 


BON AMI SIMPLIFIES its familiar dialogue technique 
in adapting magazine advertisements for Sunday 
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BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
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PITTSBURGH 


* CLEVELAND * DETROIT 


HOLLYWOOD + LOS ANCELES 


LONG ON COPY doesn't mean short on readership—if 
people are interested in your product and the story 


is factual and well told. 


Easy Washing Machine 


Corp., BBDO Buffalo client, addressed 192 words 


to women, 204 to men. 


Advertisement, run in the 


Post, ranked first in woman readership on a cost 
basis with ratio of 608. One in five "read most." 


BOSTON INSTITUTIONS. Dr. Serge Koussevitzky con- 
ducts the 110-piece Boston Symphony Orchestra 
Tuesdays at 8:30 P. M. EST for John Hancock Mutual 
Life Insurance Company, new BBDO Boston radio 
client. Interesting feature of this program of 
fine music on the ABC network is the offer of 
scholarships at Tanglewood summer music scheol. 
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on both sets equipped for color =: 
chrome images. . ‘ m 
Mr. Sleeper, formerly chief en-| Of Magazines, Farm Publications and Newspaper 
gineer for Farnsworth Television Groups, as Measured by Leading National 
& Radio Corporation and also a Advertisers, Inc. 
former engineer for the Columbia 
Broadcasting System, believes re- All figures are based on the one-time rate. Publications 
ceivers for his system of color marked with an asterisk (*) do not include retail store adver- 
video could be sold for only $25 tising. Those marked with a dagger (+) do not include seeds, 
to $35 more than the cost of pres- nursery or livestock. 
ent black-and-white sets. ; Dollar 
Magazine Pages Volume 
ee se Ee _ SSP Bika netori bs aN ay last 3535.36 ryt 
. Srusaay Evening Post 2... 2. ccc ccsecds 4025.39 47,631, 
Pearson Changes eee Re ea Rt 2523.15 22'276,229 
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ee ci eye scans vusd dee iene ciaapae 3664.31 18,410,602 
over the ABC network for the! American MEE iid « 55555 RED Od bee 802.58 13,075,447 
Frank H. Lee Company, hat manu-| Good Housekeeping ..................000. 1633.94 12,206,045 
facturer, is ducking the stiff com-| McCall’s ...............0:cceeccecueceeees 1027.63 10,230,962 
petition of Jack Benny’s top-rated| This Week Magazine ..................0.- 609.53 9,615,226 
show on NBC at 7 p. m., EST, and} Woman’s Home Companion ............... 887.60 9,083,763 
moving Feb. 9 to the 6 p. m. spot,| Newsweek ...............00. 5 ccc eeeueeees 3125.49 8,812,254 
where his strongest competition|+Better Homes & Gardens................. 973.66 8,389,972 
will come from the Ozzie & Har-|*Vogue ................00cccccccuuueevess 3097.44 7,843,987 
Some Qeogrem On CES. William Hiilook ...i ow... icc cece cect cscs Secvcccees 917.48 6,361,893 
Weintraub & Co. is the agency|Esquire ....................ceeseeeeeeeees 1487.98 6,066,680 
placing Pearson’s program. el OI aes ae Pe 1032.69 6,052,603 
———___— i IEEE So. a3: drach. 3: +S AMIE ON ae "are 5,906,129 
: . TE EIEIO oa isn vc ceaceosesheaee 63.41 5,797,957 
Zenith Sues Dictograph +American Home ...................eceees 716.47 5,385,294 
Zenith Radio Corporation, Chi-| *Mademoiselle ..................:ccseeeee 2191.16 4,955,101 
cago, has filed suit in the United| Business Week ............ dca Ree cheval 3597.93 4,894,508 
States District Court of Delaware |*New Yorker .................ccccsccccees 2321.81 4,809,679 
against Dictograph Products Com-| True Story .............ceeee cece ween veees 832.24 4,743,691 
RS, DUO OTe, TAATIIOCUINED GEL POTOUNE onan i i iret cece cena vanccese 1852.64 4,630,897 
Acousticon hearing aids, seeking a| Puck—the Comic Weekly .................. 174.42 4,528,509 
declaratory judgment to invalidate| Liberty .................0.0. 00 cc cceeeeees 1078.14 3,576,159 
two patents on bone conduction | *Seventeen ............... 000s cee eee eees 1617.49 3,491,697 
hearing aid units owned by the! United States News ...............0.00ceee 1908.71 3,471,229 
defendant. Zenith claims that| Parents’ Magazine ....................000. 980.99 3,257,753 
neither of the patents involved is} Woman’s Day ...................000eeeeee 423.61 2,989,436 
valid or validly covers the bone! True Confessions (Fawcett) ............... 709.22 2,911,615 
conduction units of Zenith’s hear-| New York Times Magazine ............... 1392.42 2,727,588 
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; There m‘boy. That's all there is to it. 
0 0 Alert space buyers will see the advantage noo 
e 0 at once. They don’t need to have a house Q 
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0 observed—no one ever leaves a copy in subways 0 | Why, a modest ad in PM—say 3 columns, 6 inches 
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Magazine Pages 
ce ec 1040.50 
ERE ee Ft eee ee 589.77 
SR a ae re ree etre 2070.39 
Demers GEMOMTHDUIC 05 cc cccccscsecscce ~-. 439.42 
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RR OT a 1060.41 
Modern Romances (Dell) ..............00. 567.69 
Popular Science Monthly ............ccccee 1018.59 
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Pi POM aa a ces bs a See tv nentew 309.53 
oe i rel hh gra e oie Gide Ca oe ww Oe 757.38 
Motion Picture (Fawcett) .............c0.. 749.85 
A er «oe 680.95 
True Romances (Macfadden) ............. « 547.77 
RS ee rae ee on 625.46 
A 703.65 
Holiday (started March, 1946).............. 511.83 
I ed Rt Sig ea ba bs 4.4.66 64.9 BOR RSED 355.54 
Peer PUDUCATONS onc cid Sc cc ccmaeses 191.88 
Screenland Unit (Hunter) .............00. 401.11 
New York Herald Tribune Magazine (This 

RSS I Se eee ee 396.64 
True Experiences (Macfadden) ............ 527.78 
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Deraers COMMG GEOUD 6k i vcccccucsasyewes 109.99 
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Movie Stars Parade (Ideal)............,... . 413.29 
RE ee ere 410.97 
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True Love & Romance (Macfadden)........ 512.37 
Radio Mirror (Macfadden) ................ 483.89 
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| OR EE eer re eee re 96.58 
EE Oe SOP eT OTe re ee 197.04 
New York Sunday Mirror Magazine........ 64.57 
SO SON I og tn aciveceveteeteawen 138.44 
Wiracramaen Ben's GTOUD 2... wc cc ctcccces 203.97 
TS cena dc inigis ck daa eed 5 ROS 187.90 
pO EN ee ere eer rn rt ere 151.35 
Ge as aah Beg big ¥ 5o.5 cee eee 148.57 
Biovie BmOw Chunter) 2.0.6. cc cic cccceces 380.11 
I es ona hiya dias Cae desea 205.56 
Ng Riad ed ak 0 5.6 Ga Bde ER OU ORaD 92.43 
Street & Smith All-Fiction.................. 59.26 
DMeeeeeiene Of Wall Street . ow... ccc ccicvsece 144.16 
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Oficial Detective. Stories ......sccccosccscs 87.48 
Premium Group of Comics.........cccccaes §1.13 
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ES re re 87.13 
Ee eR eee eT ee te ce ee 27.34 
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FARM PUBLICATIONS 


magazines during the year. 


Magazine Pages 
Countiy Gentieman: 1.2.26... cc cccue cooe. Teme 
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ee ne 801.60 
ee eee eee 484.89 
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I te «0.0. aigiS. 5 0 os0 444.6 65's ace ORR Rew 410.79 

OS pe er eee ise rar 377.59 
OR SE re er ear re ee 345.23 
WEE TRPRCUTEIP IGE 565 66k ve cewcaneas 369.83 
Ee rere ee rrr re 291.97 
5 Gad vce oh ku edo 64806 bS 402.05 
American Poultry Journal ................ 225.95 

| os eek caus hye bk pe tseo dee 267.68 

| National Livestock Producer .............. 87.04 
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NEWSPAPER GROUPS 


The following figures are supplied by the publisher, except jo’ 
First 3 Markets Group, which is measured by Leading Nationa! 


Advertisers. 

Pages 

Metropolitan Comics Group ............... 186.95 
Metropolitan Roto Group ................. 292.24 
Bees @ MOOTEOU CHTOUD.. occ icc ccevccccncs 135.65 
Er ee Pee 565.38 
Nancy Sasser’s Buy Lines ................. 16.75 
WE, 4c bt de4n cds Cbd aw EKO SET PR RASS. NE 


The following record does not include poultry, livestock and 
classified advertising, nor other advertising less than one-half 
column in size, unless the advertiser involved also used general 
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ife’ Hits Record 
56,000,000 for 
046 Ad Revenue 


(Continued from Page 1) 


Trade Development 
Becomes Swaney, 
Drake & Bement 


(Continued from Page 1) 
public relations, and others, 
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as an Army pilot; Ronald E, Bean 
and Mike Ribnikar, both of whom 
were with Henri, Hurst & Mc- 
Donald before serving together in 
the Army, assistant art directors; 
Leonard Thornton, for seven years 
media buyer for McCann - Erick- 
son, media director; Dudley Wood- 
man, advertising manager of 
American - Marietta before Army 
service in the war, account execu- 
tive; and James Clarke, auditor. 


ee, ne 


3181. All figures for farm pub- 
ations are probably smaller than 
tual billings, since Leading Na- 
pnal Advertisers does not meas- 
e poultry, livestock and classi- 
bd advertising in these publica- 
ons, as well as certain other 
all-space advertising. In the 
ses of some farm publications, 
ese classifications are an ex- 
emely important source of ad- 
prtising revenue. 


Mr. Swaney, who handled war- The Detroit office has been 
time advertising of the Willys|moved from the Dime Bank build- 
Jeep, formed the agency in 1944./ing to the Fisher building. 

Mr. Bement, vice-president and 


manager of the Detroit office, for- | Donut Dunking Gets 


merly operated his own agency in 
Detroit, serving Packard Motor 10th Annual Splash d ; 
Car Company and other accounts. PE Ly agg ode w Boars gy BB 
Mr. Drake, vice-president here B P y : : 

: during the 10th annual drive to in- 


TRADE DEVELOPMENT DEVELOPS—Shown above are the three principals of 
the new Swaney, Drake & Bement agency, formerly Trade Development Corp., 
Chicago and Detroit. Left to right are Austin F. Bement, vice-president and ; : 
Detroit manager; Morris F. Swaney, president, and George F. Drake, vice- and creative director, formerly |crease donut consumption, culmi- 


was associated with Ruthrauff &/nating in Donut Week March 9-15. 
Ryan, Blackett-Sample-Hummert The dunking theme will be em- 
and Hill Blackett & Co. bodied in full-color wagon posters 
and window streamers for bakers 

Staff Expanded to distribute to retailers. Exten- 


president and creative head. 


Lambert Names Hutzler |Names Golnick Agency 

: Hutzler Advertising Agency,| Vacuum Candy Machinery Com- 
: ect sem Ragen Papen Dayton, O., has been named to pany, New York, has placed its Additions to the staff include sive public relations activities also 
ong spaper groups, accord-| direct the advertising of Lambert advertising with Leon S. Golnick ; ‘© | are planned by the National Donut 
g to Leading National Advertis- | products Company, Dayton, maker |& Associates, Baltimore and New Daniel W. Foster, with the Chi-| week Committee, enlisting the 
s, which credits it with $8,290,-| of lawn mowers. York. \cago News before wartime service | press, radio and motion pictures. 

1, and its sister group, Metro- 
plitan Roto Group, with $4,438,- 
5. Others in this group, for 
hich none of the volume figures ee 


pve been available hitherto, in- 1 ( 


ude First 3 Markets Group, $1,- 


Newspaper Groups’ Figures 
Metropolitan Comics Group was 


ooks to Ca 2 


b6,104; Pictorial Review, $1,428,- 

55; and Nancy Sasser’s Buy- ook 
ines, $924,628. 4 
Among the 109 general maga- eo ie 
nes, the 8 “giants” who each ee 
lled $10,000,000 or more in ad- 
yaertising during 1946—Life, The 
nturday Evening Post, Collier’s, 
adie’ Home Journal, Time, 
merican Weekly, Good House- 
eping and McCall’s—collectively 
counted for advertising revenue 
$199,461,566, or slightly more 
an 52% of the total for the en- 
re list. 


rwin, Wasey Names 
illiams President 


Erwin, Wasey & Co., New York, 
as appointed Howard D. Wil- 
@ams president and general man- 
ger of the 
Q@™gency, succeed- 
ng Louis R. 
Jasey, who will 
esume his for- 
107,31@mer office of 
airman of the 
oard. Mr. Wil- 
iams recently 
as been execu- 
meve vice - presi- 
ent and general 
anager of the 
New York office. 
Before joining ? 
e firm 14 years ago, Mr. Wil- | 
ams was with the National Cash | 


H. D. Williams 


9% : 
$82,479,8 Register Company in an executive 
apacity. 
tock an‘ MAMA Names Judges 
d general The American Marketing Asso- 
lation has named the following : ’ 
Dollar Hen as judges for its — _— STANDS FOR 
me HBtship i j wa : H. A. a 
heme Remend, Wemmapeitien, Life In- Sounds absurd, doesn’t it? Yet many concerns 
4,593,18grance Company; Paul Ellison, ° e ° have made similar fatal mistakes in trying to 
2,340,50@pylvania Electric Products Com- Planned Distribution operate without knowing exactly where their cus- 
1'919.29™p¢ny; D. E. Robinson, La Roche & P i ge) mete et ior 
1/868.33§Uis; Ralph Rindfusz, Fact Find- tomers were located . . . a warning that it doesn’t 
1,059, 769meS; Ray Robinson, Crowell-Col- pay to guess at your market. 


ier Publishing Company; Archi- 


7 6 29] " 4 . . . . - 
wall bald M. Crossley, Crossley, Inc.; Phe P.D. 2-in-1 market (Greater The specialized service offered by the Plain Dealer 
616,07: mg de a. pov edie god Cleveland plus the 26 adjacent Market Survey department eliminates the guess- 
> enwoder y ze . : . 
ot Work Schocl ~ | ena lg and counties) gives you Ohio’s two work from your marketing program in the Cleve- 


land area. It tells you where the best customers 
for your particular product are located, how much 
they will potentially spend and the relative sales 
you may expect, Just call or write a Plain Dealer 
representative for an appointment to receive this 
individualized’ service. 


CLEVELAND 


406,19geeorge Howard Allen, New York 
945,102! Tribune. 


311,998 


309,00§dded to Hillman Group 


287 9m Ettective with the April, 1947, 
pee" Bue, Screen Guide, New York, 
PrrrT vill be added to the Hillman 
21,186,0 omen’s Group. Rates for the) 
proup will not be changed and 

ll advertisements carried in Real | 


xcept jor for), Real Romances and Movie- | 


richest markets at one low cost. 


The Plain Dealer is Enough 
—if You Use it Enough 


: 4 WAR 
cine CLENELAND RENTS 
WLLL 


ogy Wea, WHAT =, 


° 


Nationa! ind will be run automatically in | ‘ee > 
htreen Guide at no extra cost. 
Dollar fds scheduled for Movieland ex- 


Volume FRlusively will also be run in| 
8,290,741 Breen Guide without extra| 
4,438,565—"arce. 
1,566,10 —— | 
1,428,365 Hartford Agency Moves 
924,62 }, National Advertising Agency, | 
—— We ‘artford, has moved from 104 
16,648,40°Msylum St. to 11 Asylum St. 


«* 
-_ 


Clevelands Home Newspaper 


John B. Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles - * 
A. S. Grant, Atlanta 
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We want you to look down on Boston! 


But, we hasten to add, with an expert on 
the geography of the Greater Boston 
Market area right at your elbow. For even 
at 5,000 feet, it’s impossible for the un- 
initiated to tell where Corporate Boston 
(relatively small in population—770,816) 
ends and the surrounding 151 Greater 


Boston cities and towns (total population 


— 2,119,388) begin. 


aa THE BOSTON GLOBE 
—— PRESENTS 
“THE BOSTON 
= MARKET” 


Although this market is unique in that it 
is made up of many cities (four the size of 
Utica) and towns (one the richest in the 
world), it is a highly integrated, easy-to- 
tap market for the advertiser. For the peo- 
ple of this market, fifth largest in the 
country, depend almost entirely on Boston 
papers and especially on THE BOSTON 
GLOBE, Boston’s best-read newspaper. 


. oa 
a 
; 
i . 
ag 
* .. 
— 
ae 
5. 
o- 
- ‘ 
s- 


_—_ oo 


a . 


- a = 
ee 


A 20-minute color film explaining this unique market to advertisers and 


their agencies. The film will be shown in key cities throughout the country. 


The Boston Globe 


MORNING ‘ EVENING : SUNDAY 
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VES PARTY FOR NRDGA DELEGATES—Shown at Life magazine's annual party for department store delegates to the 
tional Retail Dry Goods Association convention in New York are, left to right: Sally Muchmore, Better Business Bureau, 
ashington, D. C.; W. W. Brainard Jr., director of member relations, NRDGA; Betsy Ross, Life department store merchan- 
ing manager; Maj. Benjamin H. Namm, retiring president, NRDGA; E. W. Brotherton, Howland Dry Goods Co., Bridge- 
port; Margaret Crowther, Life, and Lew Hahn, newly elected president of NRDGA. 


N THE SCENE AT 10TH DISTRICT CONVENTION—The threesome at the left, who played important parts in the Hous- 
n convention of the |0th District, Advertising Federation of America, are Billy B. Van, ‘sunshine mayor of Newport, N. H., 
eaker at the opening luncheon; Convention Chairman J. H. (Hank) Grant, vice-president in charge of advertising and 
blic relations, Houston Lighting & Power Co., and A. B. Penny, assistant ad director of Humble Oil & Refining Co., 
d president of the host club. Publisher Ralph Nicholson, of the New Orleans Item, is shown at the right, addressing the 
sing session. Others at the table are, from left: George Carmack, editor, Houston Press, and W. A. Kirkland, executive 
vice-president of the First National Bank, Houston, who introduced the speaker. 


RECT AFFAIRS OF NEWSPAPER AD EXECS — Officers and board members of the Newspaper Advertising Executives 

Mociation, elected at the recent Chicago convention, are (seated, left to right) Harold Manzer, Worcester Telegram- 

Ptiette, first vice-president; James W. Egan Jr., Toledo Blade, president; George G. Steele, Philadelphia Bulletin, second 

*e-president, and Robert C. Pace, News, Danville, Ill., secretary-treasurer. Top row: John Lewis, St. Paul Dispatch and 

‘neer Press; Herman Diehl, Le Canada, Montreal; Sam Bloom, Dallas Times- Herald; Lewis Heindel, Madison Newspapers; 

edney E, Defenbaugh, Jackson Clarion-Ledger; Karl T. Finn, Cincinnati Times-Ster, and Robert K. Drew, Milwaukee Journal, 
retiring president. 
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PRESS PIN-UP—Newly-crowned "queen" of the New York Press Photographers, 

Thornton model Myra Keck visits NBC's studios in an interesting if unusual 

attire to see a filmed telecast of her coronation on the "Your Esso Reporter” 

program over WNBT. Coronation took place the previous night. Video is sure 
getting interestin’. 


AWARD WINNERS—The three winners of Chicago's recent contest for illus- 

trators are shown here, with their prize winning paintings, along with Edmond 

Witalis, art director of Cosmopolitan, in which the winners will appear (AA, 

Jan. 27). Left to right are Earl Gross, Stevens-Gross Studios, winner of second 

prize; John Howard, free lance artist who won the top award; Mary Miller, 
Kling Studios, third prize winner, and Mr. Witalis. 


SALVATION ARMY SUPPORTERS—The Duke of Windsor is snapped with Rob- 

ert E. Kintner (left), executive vice-president of American Broadcasting Co., 

and Walter Hoving, former president of Lord & Taylor and now head of Hoving 

Corp., following a recent broadcast by the Duke over ABC and its affiliated 

stations in behalf of the Salvation Army's annual*drive for maintenance funds. 

Mr. Hoving is chairman of the commerce and industry division of the 1947 
campaign. 
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Trade Rules for 


Entire Industry 
Released by FIC 


Household Dye Group 
First to Get Code; 
Others Are Planned 


WASHINGTON—A proposed set of 
rules to maintain “a reign of law” 
in the household dye industry was 
released by the FTC last week as 


the first concrete accomplishment 
under the commission’s new pro- 
gram of encouraging self regula- 
tion within highly competitive in- 
dustries. 

Based on industry-wide confer- 
ences held here last November, the 
rules deal with a wide variety of 
advertising and _ sales. practices 
peculiar to the household dye in- 
dustry, as well as more general 
problems experienced by other 
consumer goods groups (AA, Nov. 
25). 

Among the rules is a seemingly 
airtight regulation designed to deal 
with demonstrator and “push 
money” abuses, which provoked 
the most controversial phase of the 
industry discussions last fall. 


——— 


BACK YOUR HOME-TOWN DEALER! 


These home dailies have an intensity of readership no- 
where else equaled. Subscribers always prefer the con- 


venience of buying “just down the street”. 


Get back of 
the local merchants 
and watch added prof- 
its come back to you. 


‘Ohio SELECr iit ean 


mat 
Ker 


OHIO SELECT LIST NEWSPAPERS 


CHICAGO 
CLEVELAND 


JOHN W. CULLEN CO. 
PUBLISHERS’ REPRESENTATIVE 


NEW YORK 
CINCINNATI 


As the rule evolved, FTC spe-| 


cifically approves demonstrators, 
so long as their services are not 
offered as an inducement for spe- 
cial treatment by the dealer, and 
their status is clear to the public. 


Equal Terms to All 
Like other advertising and pro- 


motional allowances, demonstra- 
tors, “push money” and other 
“gratuities” must be offered on 


proportionately equal terms to all 
customers. 

Neither the demonstrator nor 
the “push money” are to have the 
effect of inducing dealers or their 
employes to give preferential sales 
effort to one product over compet- 
ing products, nor may they be 
used to bring about discrimination 
in prices, services or facilities. 

They must not have the effect 
of “hampering or unduly restrict- 
ing the legitimate, free and full 
use and enjoyment of such trade 
outlets for the distribution of com- 
peting products.” 

To meet the complaint that 
“push money” deceives the buying 


-|public, FTC insists on safeguards 


so that the public will not “erro- 
neously” assume that a “subsi- 
dized” clerk is free from special 
interest in recommending a par- 
ticular product. 


Serves as Model 


Though the household dye in- 
dustry is a small group, its experi- 


ences are to serve as a model for 
others joining in the trade prac- 
|tice conference program, particu- 
\larly the cosmetic industry, which 
|probably will hold a conference 
|this spring. 

Cosmetic firms, with “push 
/money” and demonstrator prob- 
‘lems similar to those of the house- 
hold dye industry, have already 
| been visited by FTC investigators. 

As FTC sees the trade. practice 
conference, it is a device to enable 
“sick” industries to “conspire” to 
drop trade practices of doubtful 
legality. While the industry agrees 
to abide by the ethical standards 
of the code, FTC is free to prose- 
cute chiselers with minimum delay 
and expense. 

Several of the rules in the dye 
industry code define expressions 
which have allegedly contributed 
to deceptive labeling and advertis- 
ing of dyes and tints. One rule, 
new to trade practice codes, re- 
quires full directions for use on 
the outside package. 


Defines Words 


The labeling rule is intended to 
protect the consumer against “in- 
itial misunderstanding” about the 
utensils and skill required to use 
the product. The rule also re- 
quires disclosure of the distribu- 
tor’s name and address. 

Among the words defined in the 
rules are “all purpose,” “all fab- 
ric,” “fast,” “sunfast” and “fade- 
less.” To use “all fabric” a prod- 
uct must effectively provide a 
specified color to all types of com- 
mercially produced garments and 
household furnishings. 

Where the product will not dye 
fabrics used commercially, “only 
in a minor degree,” the term may 
be used provided it is accompanied 
with a disclaimer listing the fab- 
rics which the product will not 
effectively dye. Where “fast,” 
“sunfast” and similar terms are 
used, the color must show no per- 
ceptible change, fading or de- 
terioration throughout the life of 
the fabric. However, “fast” may 
be used in qualified expressions 
such as “fast up to 30 hours ex- 
posure to sunlight.” 

Industry members are warned 
to take special pain in their adver- 
tising to safeguard against con- 
fusion of the terms “dye” and 
“tnt.” Since tinting requires 
lower temperatures, FTC fears a 
tendency to imply that a product 
is “as easy to apply and harmless 
to all fabrics” as a tint. 


guarantees. Both guarantees and 
warranties should state the re- 
spect in which the product is guar- 
anteed, the extent to which it is 
guaranteed and the amount or 
other measure of damage recover- 
able. 

Guarantees must not contain 
statements misleading “as to the 
utility or efficiency of the indus- 
try product”; they must not imply 
protection broader than is in fact 
true; contingencies must not be 
deceptively minimized or ob- 
scured; though literally true, the 
whole must not be misleading; 
they must not imply utility over a 
greater period of service than is 
in fact true. 

Industry members and the pub- 
lic may submit suggestions in 
writing or appear at a public hear- 
ing here Feb. 13, when FTC will 
consider revisions which may be 
incorporated in the final rules. 


Wallach Made Publisher; 
‘Reporter’ Staff Shifted 


Milton H. Wallach, who resigned 
last June from the New York Sun 
to become co-publisher of Wom- 
en’s Reporter, New York, has been 
promoted to publisher. 

The magazine is published by 
Reporter Publications, which has 
announced the following personnel 
changes: Mark J. Sloman Jr., 
advertising manager of the Uni- 
versity Reporter; David R. Altman 
to advertising manager of Wom- 
en’s Reporter; Marvin Richwald to 
advertising manager of Sportswear 
Reporter, and Harold Z. Heuston 
to advertising manager of Ameri- 
can Fabrics. 


Newspaper Linage 
Gains 24% in 1946 


Total advertising in daily news- 
papers in 52 cities increased 24.3% 
last year over 1945, according to 
Media Records, New York. 

General (or national) linage 
rose 8.2%; automotive, 21.5%; re- 
tail (including department stores), 
26.4%; financial, 19.4%, and classi- 
fied, 32.3%. 


MBS Adds 50,000-Watter 


Mutual Broadcasting System, 
which has only two 50,000-watt 
affiliates at present, will get a 
third as a result of the FCC’s pro- 
posed decision to grant a full- 
time increase to 50 kilowatts to 
WIBC, MBS outlet in Indianapolis. 
WIBC, owned by the Indianapolis 


yertist 


od 
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General Foods 
Jilts Kate Smith 
Atter 10 Years 


New YorK—General Foods (Cy 
poration and Kate Smith will pa 
company, ending a 10-year agg 
ciation, with the expiration of hg 
present contract next June 20, 

The singer and her partner, Tg 
Collins, already have signeq 
five-year contract with the y 
tual network to do a 15-miny 
noonday program, similar to thej 
present one on CBS, to be sold g 
a cooperative basis. : 

The Mutual program will stam °!. 
June 23 and MBS reports “scored: G7!S 
of affiliates have “already wig PU» 
their acceptance.” The networ p the 1 
AA learned, has guaranteed yg"! ‘ 
Smith $4,000 a week. Anno! 

General Foods, which sponsogm® YS 
a half-hour “Kate Smith Singjpside™' 
show Sunday nights as well as and | 
five-noondays-weekly “Kate Smif © 
Speaks” program on CBS, is eqmecUUY' 
pected to retain both of the neg™™P?™ 
work periods for new shows. mics € 

Foote, Cone & Belding is tg °°‘ 
agency for the Sunday night Kage 2: 
Smith show, said to be a $14,0qqpust'Y 
weekly package, while the day! 2/4 


time show is placed by Benton 4 ye 
Ss 


binesS 

nt und 
try Li 
he fir 
btion, 1 
hk on 
pun ar 


to | Bowles. ' 
a See bution 

‘Milady of California’ ff. or 

to Start This Month p auth 


bP reta 
rerrid 
blishe 


First issue of Milady of Cal 
fornia, new magazine which wi 
|carry only California advertising?” 
is to appear this month with MWe a 
guaranteed paid circulation qcializ 
45,000. Ae 

Leo L. Light and Roy Hodge@& oppx 
executive officers of the Nationdfycnt 
Literary Association, have bee siness 
named co-publishers and King), 
Melis, California fashion authore!¢ > 
ity, remains as co-publisher a: 
well as editor-in-chief. Ha 
Jewett, formerly with Commercia 

ey 
on 


News, has been named advertisin 
manager. 
Introduces Salmon aioe 
British Columbia Packers Ltdirporz 
Vancouver, B. C., is using newsi,,); 
paper space for the first time i 
eastern Canada to introduce Re 
Rose Keta salmon. In the pag 
the company has featured it 


Clover Leaf brand, a_ higher 
priced line. J. J. Gibbons Ltd. i 


News, now operates on 5,000 watts. | 


the agency. twor] 


KTUL 
TULSA, OKLAHOMA ~ 


Gen. Mer. 


FREE & PETERS, Neti 


A detailea set of rules deals with | 


, al 
pif. 

Five 
ected 
rs, re 
ley a 
eside 
creta: 
hd Dr 
Jam 
etroit 
quire 
hange 


Announcing the 


appointment of 


JOE 
BERNARD 


National Sales 
Manager 


of 


Wow 50.000 Watts 


TOA A 


yest CITY, OKLAHOMA 
Keuyou howe General Manager 


onal Representatives 
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ods 
ith 
ars 


odern Industry, 
nk & Wagnalls 
in in Book Plan 


i 


al Foods i3w YORK — Magazines of In- 
aaron a ‘try, Inc., publisher of Modern 
10-year Re ystry and Modern Distribution, 


+ Funk & Wagnalls Company 


; (org he | cooperate to publish books on 
' partner, Ty ness and industrial manage- 
ve signed ‘Mint under the title “Modern In- 
rith the \mpUY Library.” 

a 15-minyfene first book planned for pub- 
nilar to thejmptlo?, later this year, is a “Hand- 


hk on Public Relations,’ by 
pnpn and Denny Griswold, edi- 
of “Public Relations News.” 


to be sold » 


am wil 
oorts eal Griswold formerly was editor 
iready wil } publisher of Business Week 
The networi he first editor of the Chicago 


mal of Commerce. 

Announcement of the new ven- 
e was made by Eldridge Haynes, 
psident of Magazines of Indus- 
and Frank Egner, president of 
nk & Wagnalls and formerly an 
pcutive of McGraw - Hill Book 


ranteed Mig 


lich sponso 
Smith Sing 
as well as 
“Kate Smi 
CBS, is ex 


mpany. Arthur W. Pearce, eco- 
; — "Bnics editor of Modern Industry, 
Iding is yg! be director of the library. 
y night Kage 21 editors of Magazines of 
be a $149 fustry, Mr. Haynes told AA, 
ile the day! aid in the “creative” side of 
by Benton & venture, and Funk & Wag- 
lis will handle production, dis- 
i bution and promotion. F&W 
a s an extensive dealer and mail 
yrnia es organization. MI will pay 
nth pauthors the customary 10% of 
1dy of Cal b retail price and will take an 


erriding royalty” on the books 


> which wit. fe 

advertisinggblished jointly. 
onth with m We are not interested in highly 
rculation g@cialized books,’ Mr. Haynes 


d. “We believe that there are 
b opportunities for well-written, 
ught - and - action provoking 
siness books, some of which 
iid be developed into ‘best sel- 


S. 


Roy Hodge 
the Nationa 
have bee 
; and Ki 
tion autho 
publisher 3 
hief. Ha 
Commercit 
1 advertisin 


eyden Buys Nyal 
om Sterling 


on Yew YorK— Heyden Chemical 

ackers Ltdrporation has purchased from 

te py Pay erling Drug, Inc., the Nyal Com- 

troduce Ret’: one of the nation’s largest 

In the pag g distributors. 

featured it@ yal distributes more than 200 

a higher its own brand over-the-counter 

bons Ltd. i@ug items through a nationwide 
twork of franchised retail out- 
s, and employs a large sales 
pit. 
Five Heyden officials have been 
ected to the Nyal board of direc- 
rs, replacing Sterling personnel. 
ey are B. R. Armour, Heyden 
esident; Paul Van Der Stricht, 
cretary; Dr. Gregory Stagnell 
id Dr. H. A. Cheplin, president 
Jamieson Pharmacal Company, 
etroit drug manufacturing firm 
quired by Heyden in 1945. No 
lange in general Nyal policies is 
pected. 
counsels Patent Office 

he n Trademark Law 
Walter J. Derenberg of. Wash- 

of gion, D. C., author of “Trade- 


ark Protection and Unfair Trad- 
g,’ and an editor of the Trade- 
ork Reporter, has been appointed 
ademark counsel for the U. S. 
alent Office. Mr. Derenberg par- 
Cipated in the drafting of the 
eénham Trademark Act, which 
tomes effective in July, has been 
‘ecturer on trademark law at 
tw York University and at the 
Tactising Law Institute, New 


ork, is a member of the lawyers’ | 


‘visory committee of the United 
‘tes Trademark Association, 
was counsel to the association 
' several years. 


q 
4 


lsop Joins Agency 
Carleton Alsop has resigned as 
n M-G-M producer to manage 
© Hollywood office of Kastor, 
“rell, Chesley & Clifford. He 
also handle production of 


tives 


‘ow for Drene shampoo. 


ART 
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Last Minute News Flashes 
Signature Records Switches to Maxon 


from the Gravenson Company to Maxon, Inc., and expects to launch 
an extensive campaign this year in business, fan and consumer 
magazines. A tentative schedule calls for copy to break in March 
in several national weeklies. The company’s records will be adver- 
tised in Parents’ Magazine and Youth magazine. 


French Tourist Bureau Launches Drive 

New YorkK—French National Tourist Bureau, which recently ap- 
pointed Maxon, Inc., as its agency, has opened a campaign initially 
using half-pages in Holiday, The New Yorker and Time and the Sunday 
magazines of the New York Herald Tribune and New York Times. 
The schedule will be expanded as overseas travel conditions improve. 


Boiler, Radiator Institute Plans Ads 

New YorK—tThe 32-year-old Institute of Boiler and Radiator Manu- 
facturers will break its first advertising campaign, through Perrin- 
Paul Company, Chicago, this month, when the first of six half-page, 
black-and-white insertions will appear in American Home, Better 
Homes & Gardens, House Beautiful and House & Garden to promote 
a 24-page booklet, “Enjoy Better Living with Radiant Sunny Warmth.” 
Similar copy is planned for 13 business papers. Institute members 
are manufacturers of cast iron heating boilers, radiators, and radiant 
baseboards, and associate members include manufacturers of such 


New YorK—Signature Records has switched its advertising account | 


accessories as valves and water he 


Sunkist Group Sets $3,242, 


Los ANGELES — California Fruit 


manager. The budget will be $3,2 
be stressed for oranges, laxative a 
Cone & Belding is the agency. 


Council’s annual meeting here. 
existing campaigns in the wearing 
urged new educational activities. 


aters. 


000 Budget 


Growers Exchange will increase 


advertising in magazines, newspapers and car cards and reduce in 
outdoor and radio in 1947, according to Russell Z. Eller, advertising 


42,000. Health and food uses will 
nd health uses for lemons. 


Council Delegates Okay Expanded Cotton Promotion 


GALVESTON—Greatly expanded cotton sales promotion activity dur- 
ing 1947 was voted Jan. 30 by delegates attending the National Cotton 
Delegates approved continuation of 


apparel and household fields, and 


Adequate Wages, 
Music Urged for 
Bank Employes 


_| Boston—Piped-in music, ade- | 
‘quate lunch-room facilities and 
salaries commensurate with those 
for similar jobs in the bank’s 
home community are among per- 
sonnel relations projects which 
increase a bank’s productivity, ac- 
cording to Swayne P. Goodenough, | 
president of the Financial Adver- | 
tisers Association, and vice-presi- | 
dent of Lincoln Rochester Trust | 
Company, Rochester, N. Y. | 

He urged bankers to consider 
pension, group insurance and | 
bonus plans, as well as a system 
of payment for suggestions by em- 
ployes. 

Banking shows definite signs of 
a genuine thaw, said Mr. Goode- 
nough. It is no longer necessary, 
he declared, to wear bullet-proof 
vests and frozen looks that “would 
chill an Eskimo.” 

From the standpoint of customer 
and public relations, he urged that 
warm colors be used in bank deco- 
ration, that an occasional chair 
be placed in the lobby for foot- 
weary customers. He deplored the 
use of barred cages and “vaulted | 
grandeur” which were “supposed | 
to impress an earlier generation.” | 

The association chief, who spoke | 
here Jan. 28, also was to address | 
groups in New York, Newark and 
Philadelphia. 


Two Appoint Huster 


Knox Stove Works, Knoxville, 
Tenn., maker of Mealmaster 
ranges and Twin Temp heaters; 
and Winter Garden Company, 
\frozen goods, have appointed Ed- 
|win C. Huster Company, Knox-| 
ville, to handle consumer and 
| business paper advertising. 


Names Stuart B. Smith 


Canadian Advertising Agency 
Ltd. has appointed Stuart B. 
Smith, former vice-president and | 
director of Young & Rubicam, To- | 
ronto, as general manager of! 
Canadian’s Toronto office. 


Norman Resigns Ad Post 


Corporation, Miami, Fla. 


Nets Sign Afra 
Pact; Costs Rise 


NEw York — Advertisers’ net- 
climbing steadily during the past 
several years, have taken another 
hike upwards as a result of the 
signing Wednesday of a new con- 
tract between the four major net- 


|works and the American Federa- 
|tion of Radio Artists. 


The new contract, signing of 
which was delayed until a local 
dispute with KFI, Los Angeles, 
was settled by Afra (AA, Jan. 
13), calls for pay increases of 20 
to 30% for the union’s 20,000 
members. The increases are retro- 
active to last Nov. 1. The new 
agreement is effective through 
Oct. 31, 1948. 

Afra also has negotiated a new 
transcription code which two re- 
cording companies, Frederick W. 
Ziv and World Broadcasting, have 
thus far signed. Others are ex- 
pected to sign shortly. 

Meanwhile James C. Petrillo, 
head of the American Federation 
of Musicians, opened wage ne- 
gotiations with the four networks 
here last week. A new contract, 
on wages only, will be negotiated 
to cover one year from Feb. 1, 
when the contract expires. The 
union has submitted specific wage 
demands, AFM spokesmen ac- 


knowledged, but the terms were | 


not disclosed. 


Adclub Reorganized 


The Junior Advertising Club of 
Boston, which was temporarily 
disbanded during the war, has 
been reorganized with a member- 
ship of 125 men and women from 
the Boston area. Newly elected 
officers are Thomas Dewey, Harry 
M. Frost Company, president; 
Charles Mallet, Alley & Richards, 
vice-president; Jacqueline Christy, 
H. B. Humphrey Company, secre- 
tary, and Robert’ § Farrington, 
BBDO, treasurer. 


Marshall Promoted 


Thomas J. Marshall, formerly 
advertising and sales promotion 
manager of Federal-Mogul Corpo- 
ration, Detroit, maker of sleeve 
bearings, has been named assist- 


| tising. 


Foote, | 


IT'S NEW —The Occident label, used 
for Occident family flour for more than 
64 years, now appears on a new cake 
flour, product of Russell-Miller Milling 
Co., Minneapolis. A newspaper and 
merchandising program will support the 
introduction of the new flour. 


| VanSant, Dugdale 


Invites Monday 
Space Showings 


BaLTIMORE—Media salesmen get 
a break under the new “media cal- 
endar” plan adopted last week by 
VanSant, Dugdale & Co., Balti- 
more agency. The new plan calls 
for clearing a time block at 4 p.m., 
Mondays for media presentations, 
with all the agency’s top brass 
| present. 

“We will deliver at the meeting,” 
Wilbur VanSant, president, prem- 
ised the publications in a letter, 
“our space men, our plans men 


jand our account executives, sub- 


work radio costs, which have been ject only to the necessary ab- 


|sence of a man faced with one of 


those four-alarm fires which peri- 
odically light the horizon of the 
agency business.” 

Publications may pick conveni- 
ent dates from the 52 Mondays 
available, and interested people in 
the agency will be there for the 
sales talk. The plan, the agency 
says, has received enthusiastic re- 
sponse from publications, and 
many expressed hope that other 
agencies would adopt the same 
system. 


Methodists Launch 
New Fight Against 
Liquor Industry 


Cuicaco — The liquor industry 
spends more than $100,000,000 a 
year “to persuade us that drunken- 
ness is the mark of distinction,” 
Bishop W. H. Hammaker of Den- 
ver, president of the board of tem- 
perance of the Methodist Church, 
declared here Wednesday. 

The widespread advertising of 
liquor will bring in “irrepressible 
conflict” between church organiza- 
tions and distillers and brewers, 
Bishop Hammaker told the board 
of temperance at its annual meet- 
ing. He said the nation’s 8,000,000 
Methodists will launch a strong 
attack on consumption of alcoholic 
beverages this year. 

A report of the board asserted 
that there is an increasing dry 
sentiment in the U. S. resulting in 
}an average of at least one county 
|a month voting local prohibition. 


Schwaegerle to Speak 


| Vernon E. Schwaegerle, adver- 
| tising director of the American 
|Meat Institute, Chicago, will dis- 
|cuss AMI operations Tuesday, Feb. 
|4, at a dinner meeting of the Chi- 
|'cago Advertising Executives Club, 
/at Martins, 120 S. LaSalle St. 


‘Named KXL President 


H. S. Jacobson, general man- 


of the station. 
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Ricketts Reviews 
Uses of Various 
Testing Methods 


Cuicaco—In order to avoid con- 
fusion and develop accurate data 
in testing advertising copy, it is 
essential to determine the objec- 
tives of the copy to be tested, and 
then to use methods applicable to 
those objectives, William B. Rick- 
etts, director of the Ayer Founda- 
tion, N. W. Ayer & Son, Phila- 
delphia, told a joint meeting of the 
Chicago Chapter, American Mar- 
keting Association, and the Adver- 
tising Executives Club Wednesday. 

Mr. Ricketts emphasized that 
various copy research methods are 
designed to test or measure funda- 
mentally different qualities or 
characteristics of advertising, and 
that if the qualities a particular 
method is designed to measure are 
not intimately related to the ob- 
jectives of the advertising, little 
useful information will result. Fer 
example, he said, a coupon return 
test would obviously have little 
merit in connection with an ad or 
campaign which was not primarily 
designed to pull direct response. 

In a largely off-the-record talk, 
Mr. Ricketts showed scores of 
slides developing his major theme 
of reviewing and appraising all of 
the various methods of copy re- 
search. Without discussing the 
merits of any particular method, 
he emphasized time and again that 
certain methods seem more suit- 
able than others in particular in- 
stances, and that it is essential to 
know what a method measures, and 
how good a clue such a measure- 
ment provides to the effectiveness 
of the purpose the advertiser is 
trying to achieve. 


Kansas City Still 
Without Papers in 
Carriers Strike 


Kansas City, Mo.—The Kansas 
City Star and Times remained 
strikebound last week as a group 
of contract carriers who operate 
delivery routes continued a strike 
for union recognition, begun 
Jan. 17. 

The Kansas City Star Company, 
publisher of both papers, has re- 
fused to recognize the carriers as 
employes. 

Some carriers employed by the 
company reportedly have denied 
that the new union, Newspaper 
Carriers Cooperative Association, 
represents them, or that they con- 
sider themselves employes. The 
union is affiliated with the Inter- 
national Printing Pressmen’s and 
Assistants’ Union. 

A picket line has succeeded in 
keeping compositors from work- 
ing, although the local typograph- 
ical union has instructed its mem- 
bers to return to work. 


Apparel Group Elects 


The Pacific Northwest Apparel 
Manufacturers Association at its 
annual meeting held in Portland, 
Ore., reelected Harold Hirsch of 
the White Stag Mfg. Company, 
Portland, as president. Other offi- 
cers are Clarence Black, Black 
Mfg. Company, Seattle, first vice- 
president; R. M. McCreight, Jant- 
zen Knitting Mills, Portland, sec- 
ond vice-president, and Ray 
Shanahan, Farwest Garments, Inc., 
Seattle, secretary-treasurer. W. F. 
Lubersky is executive secretary. 


Names Portland Agency 


The Benmar Mfg. Company, 
Portland, Ore., maker of outdoor 
|wear for men and boys, has ap- 
pointed the Portland office of Mac 
Wilkins, Cole & Weber to handle 
| its advertising. Benmar, which re- 
|cently moved into its new plant 
|in Portland, has more than 1,000 


Fred Norman has resigned as ant sales manager. He will con-|ager of Station KXL, Portland, | retail outlets through western and 
Tocter & Gamble’s Don Ameche| advertising director of the Ronrico | tinue to direct company adver-|Ore., has been elected president | midwestern states. Until 1945, the 


|company was known as Sportcraft. 
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DISCOVERED: 


57,000 Baltimore Families 
Nobody Knew Were There 


Now the facts are out. For the first time since the 1940 
U.S. Census, there’s an accurate full count of Baltimore 
families. New research by the Baltimore Health 
Department— plus similar studies by cooperating gov- 
ernment units*°—shows 321,158 dwelling units in the 
Baltimore City Zone. 


That’s 57,620 families more than the last previous 
authoritative figure —57,620 families working, living, 
earning, spending in busy Baltimore—and reading 
Baltimore newspapers. 


*Sources: Director of Statistical Section, Baltimore City Health Department; Building 
Engineer, Baltimore County; Supervisors of Assessments, Howard and Anne 
Arundel counties. 


NATIONALLY REPRESENTED BY 


HEARST 


That calls for a new approach to Maryland marketing. 
For now, more than ever, you need the biggest paper 
to cover bigger Baltimore. You need the News - Post — 
for 19 years Baltimore’s first paper —to make the most 
of your Baltimore opportunity. 


FIGURE IT OUT FOR YOURSELF 


To cover 321,158 families*in Baltimore’s City Zone, you 
can’t do without the News-Post’s 194,063 circulation, 
Baltimore’s biggest. 


FOR 1947, MORE THAN 
EVER, IT’S THE 


ADVERTISING SERVICE 
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